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It’s a good thing the Olympic 
Games finished when they did, or 
they’d have been pushed right off 
the front page by the Soap Box 
Derby in Akron. 


Demand for Bob Feller adver- 
tising endorsements continues 
good, but the sales department | 
may have a little more trouble) 
next year when the customers 
take a look at the 1948 won-and- 
lost column. 


There seems to be quite a lot of | 
competition for the magazine di- 
rectorate which will be open in 
the ABC. The salary isn’t so good, 
but the directors meet in such nice 
places. 

- 


The Post reports a Gallup poll 
which shows that 29,700,000 peo- | 
ple correctly associate Hazel with | 
her magazine sponsor. And if| 
they didn’t, Hazel would tell ’em| 
plenty. 


“7-Cent Coin Gains Congress 


| 
Favor,” reports the world’s great- | 


est advertising journal. |e 


In spite of inflation, nobody is | 
very much against putting more | 


money in circulation. 


Ken Murray’s success with his | 
sensational bird picture, “Bill and | 
Coo,” is likely to give the mem-| 
bership department of the Screen | 
Actors’ Guild some new head- 
aches. 


Movie producers who have to be) 
so careful about the size of type 
they print the actors’ names in 
will welcome an era when the) 
stars of the film get their only 
compensation in bird seed. 


F 


Wine advertisers, under the pro- 
posed code, will be permitted to 
show women in illustrations, but | 
not in an “immodest, vulgar or | 
sensuous manner.” 

You mean it’s all 
other advertisers to do 
way? 


right for 
it that 


They say television is bringing 
back the glories of vaudeville, and 
if that’s the case, how about re- 
viving the Avon Comedy Four? 


Otis Kenyon says a great deal) 
of research “has been built to sell, 
a preconceived idea.” 


| iron-clad 


has offices 
| York, 


Proofs BSF&D Lures Trainees 


with lron-Clad Contracts 


New Men Get 5-Year | 
and Life Guarantees 
After Ist 3 Years 


Detroit—In a business where 
account and personnel changes 
are almost as commonplace as the 
donning of clean shirts, Brooke, 
Smith, French & Dorrance has 
proved that a policy of giving 
contracts to all em-| 
ployes can be made to work suc- 
cessfully. 

The contracts all provide for 
generous salaries and _ periodic 
rises in pay, plus company-paid | 
insurance, stock-purchase plans 
and other employe benefits. 

Moreover, to assure the agency 
of a continuous supply of well- 
trained, experienced, aggressive 
and loyal account and creative 
personnel, BSF&D recently inaugu- 
rated a compre- 
hensive training 
program for new 
agency recruits. 
Toward the end 

the war, a 
self - examina- 
tion session dis- 
closed the fact 
that the agency 
becoming 
top-heavy in the 
upper-age brack- 
ets. To remedy 
the situation on both a short-term | 
and long-term basis, it was de- 
cided to hire 16 college graduates, | 


W. C. Ayers 


| well-screened as to family back- 


| ground (character, not dollars) 
and college record. 
Internes, But Better Paid 


Walter C. Ayers, senior partner 
and vice-president of Brooke, 
Smith, French & Dorrance, which 
in Detroit and New 
likes to call the trainees 
“the internes of advertising’’—but | 


| with much better pay than med- 


icos in the same position com- 
mand. 

The newcomers are given 
three-year contracts calling for 
pay raises every six months, and 
are immediately welcomed into 
the inner sanctum discussions of 
policies, problems and _ strategy 
planning. 

The training program is at once 
well-planned and flexible. Train- 
ees enter into every department 
of the BSF&D operation, following 


a highly detailed tour placing em-| 


Corset Sales Hit 
Record as Makers 


Plan Fall Drives 
Uplift Quadruples 


Bra Production; 
New Lines Shown 


By MERLE KINGMAN 


| 


| 


OPENER—Supak & Sons Mfg. Co., 


Minneapolis, opened a fall drive for 


| Weather Winky snow suits with this 


| four-color page in Life. Bozell & 
Jacobs is the agency. (Story on 
Page 49.) 


CuIcaGo—This country’s corset 
and brassiere industry, with its 
retailers’ profit margins as robust 
as ever and its sales soaring to 
the highest in history, is prepar- 
ing for what probably will be an- | 
other record year in sales and ad- | 
vertising budgets. 

The six biggest manufacturers, 
each with annual sales running 
from $8,000,000 to $14,000,000 or 
more and ad budgets ranging from 


$150,000 to $600,000, last week had 


completed or were putting finish- 
ing touches on heavy fall cam- 


| paigns. 


Freud would have used a three- 
letter word for explaining the 


| current phenomenal success of the 


industry—a success that has in- 
volved an increase in annual 
wholesale sales from $80,000,000 
to $200,000,000 in the past 10 
years. 


Lastex to the Rescue 


Under the spur of the sweater 
girl craze—helped tremendously 
by the movies, the press and 
whatever it is that happens to 
people’s mental attitudes in war- 
time—production of brassieres has 
zoomed to five times what it was 
in 1940, while production of cor- 
sets and girdles also has risen. 
Bras, once a relatively minor 

(Continued on Page 54) 


Calvert's Switch 
Won't Be Switched 
in ‘49 Campaign 


New York — Calvert Distillers 


Corp. won’t be switched from its) 


“switch” campaign in 1949. Backed 
by its largest advertising appro- 


priation, the liquor company will | 


use magazines, newspapers, out- 
door and transportation advertis- 
ing. 

One new gimmick has 
added: A number of Calvert Re- 
serve ads will show Calvert 
drinkers who have not switched. 
Calvert drinkers all along, they 
are sticking to the brand. 

In a spread to appear in Col- 
lier’s and Life in September, pic- 
tures of 55 men who have 
switched to Calvert will appear, 
but one picture—in four colors, 
where the others are black-and- 
white—is one Joe May, New 
York, who did not switch. 


Last week, as the Calvert sales | 


and advertising men were gath- 


ered in Asbury Park, N. J., for. 


the annual fall sales convention, 

they were told that the small 

space newspaper campaign would 
(Continued on Page 53) 


Last Minute News Flashes 


Starrett Video Drive Opens in September 


New YorkK—Starrett Television 
newspaper campaign 
through Cole & Chasen, just appo 
advertising push for the set mak 
screens. Approximately $100,000 h 


Mfg. Corp. will break a full-page 


in all video cities shortly after Labor Day, 


inted. This will be the first major 
er, which specializes in large-size 
as been budgeted to promote Star- 


rett sets this year. Television announcements, illustrating the differ- 
ence in reception on large and small screens, also are under considera- 


tion. 


phasis on the over-all unity of the | 


(Continued on Page 24) 


Well, Newton saw the apple fall | Keep Your Dates! 


before he could sell the idea of 
gravitation, didn’t he? 


Workers blame industry most 
for high prices, Macfadden’s Wage | 
Earner Forum reports. 


And whom do they blame for! 


high wages? 


Since the new Los Angeles 
afternoon paper will compete with 
all existing media, it would prob- 
ably not be correct to say that it 
will be the mirror of our times. 


Copy Cus. 


| Chain Store Figures 


They're listed in 
‘Conventions,’ Page 39 
Other features: 


Advertising Market Place 38 
| Creative Man's Corner 

| Department Store Sales 

| Editorials 

| Farm Publications Linage 
Getting Personal 
Information for Advertisers 12 
In Washington 
Magazine Linage 
| Photographic Review 

| Private Lines 
Voice of the Advertiser 
| You Ought to Know 


. 50 
20 


British Autos May Get U. S. Promotion 


New YorK—Rootes Motors may 


launch a national advertising cam- 


paign in December for the British Hillman and Sunbeam Talbot auto- 
mobiles it distributes in the U. S. Hillman cars are now sold by deal- 


ers in 100 cities, the Talbot in seven. Rootes handles New York adver- 
tising, with dealers advertising locally. The advertising is planned 
‘by Atherton & Currier, Rootes’ agency. The Hillman four-door sells 


‘Paul Smith Agency Gets 


' | for $1,874, the convertible at $2,195, the Talbot four-door at $3,495. 


Powers Cosmetic Account 


New YorK—The John Robert Powers Products Co., maker of a 


| 


52 cosmetic line, has appointed Paul Smith Advertising Co., here, to 
34 handle its advertising. Mr. Smith, who recently formed his own 
12| agency, was formerly art director of D’Arcy Advertising Co., here. 


ial Thompson Joins Simmons-Boardman in Chicago 
| CHrcaco—John R. Thompson, who resigned last June as vice-presi- 
26|dent in charge of the U. S. division of Maclean-Hunter Publishing 
32| Corp. (AA, June 14), has joined Simmons-Boardman Publishing Corp. 
37 | here as western district manager, effective today. Mr. Thompson had 
/been with Maclean-Hunter for 24 years. 


(Additional News Flashes on Page 59) 


Sterling Drug 
Sales Pegged on 


been | 


$25,000,000 Drive 


$135,000,000 Gross 
Expected in ‘48; 
Foreign Sales Soar 


By MAURINE BROOKS 


New York—Sterling Drug, Inc., 
will spend approximately $25,000,- 
000 to advertise its products in 

| world markets this year, and on 
this expenditure expects a $135,- 
| 000,000 return in gross sales. 

| The healthy condition of the 
| company’s business is due in no 
| small measure to soaring foreign 
| sales, which last 
|year accounted 
for 36.9% of its 
$130,000,000 
gross. 

| In 1942, shortly 
after the new 
regime headed 
by Edward 
Rogers, board 
chairman, and 
James Hil], Jr., 
president, took 
Sterling 
_ began making a big play for over- 
seas customers in South and Cen- 
tral American countries. 

New products, including Me- 
joral—the number one aspirin in 
South America today—were de- 
veloped to suit the tastes of our 
Latin neighbors. Liberal adver- 
tising budgets were provided; 
Sterling employed its tried and 
trusted technique of reaching as 
many people through as many 
media as often as possible. Its 
South American organization of 
_between 300 and 400 men was 
jumped to 3,000. 


Approved Other Media 


The second important decision 
made by Mr. Hill, who approves 
all advertising budgets for the 
company’s divisions, was to in- 
clude newspapers and magazines 
in the media schedule. Up until 
that time Sterling’s advertising 
had been about 100% radio. 

Radio’s proportion of the do- 
mestic budget, now about 60%, 
recently took another cut when 
the company reduced its network 
lineup from 11 to nine broadcasts. 
Newspapers and magazines follow 
in that order in appropriations. 

“We thought it best to have 
some visible advertising,’ Mr. Hill 
said. “We want people to recog- 
nize our products when they see 
them. 

“Then too, aside from the fact 
that no medium reaches every- 
body, there are lots of people who 
listen to the radio without being 
aware of who sponsors the broad- 
cast. I’m ashamed to admit it, but 
I don’t always know myself. 


Maintains Pace in Summer 


“Our recent radio cancellations 
were made because we wanted to 
use a more flexible medium. In 
this case we selected newspapers 
to push Molle in the big cities and 
Phillip’s milk of magnesia, Dr. 
Lyon’s, etc. in the South.” 

Unlike most big radio spenders, 
Sterling does not relax its air- 

- (Continued on Page 58) 


James Hill Jr. 
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plenishing the supply from time to 
time as the war clubs splinter in| 
the rigors of the campaign. 
Accordingly, Babe Ruth—in 
saving baseball—did much 
Hillerich & Bradsby. “The com- | 
pany a single man made great,” 
an executive of Farson & Huff, | 
y ar p iming H&B agency, remarked to AA last | 
week. 
LouIsviLLe—Last week the base-| That Ruth was up for his} 
ball fans of a nation mourned the) last time at bat was well known | 
passing of Babe Ruth. Although re-| 


Bat Maker Leads 
Ruth Obit Ads 


In New in sports circles. 
York, thousands queued around) Porters were divided on whether 
the walls of Yankee Stadium—| the Bambino knew he had cancer, 
the “house that Ruth built” —to| Sports writers had talked to the| 
pass the bier of the man who) Medical men who had operated on 
revolutionized the national game, | Ruth previously, and baseball} 
lifted it from disrepute after the| Players well knew that the one- 
Black Sox scandal and was the time king of swat’s hold on life 
idol of the sandlot millions. | | 

No company was probably more | 
closely connected with Ruth than! 
Hillerich & Bradsby Co., athletic) Accordingly, when Ruth again 
goods company and maker of | entered Memorial Hospital for 
Louisville Slugger bats. Many of| Cancer & Allied Diseases, the ad- 
the ranking hitters of the game | vertiser took a grim move. To 
have signed a Louisville bat| newspapers in major league cities 
model, and many of them carry | went plates for a 1,000-line ad, on 
their own special H&B bats, re-|open order. The ad showed a | 


| 
Ad on Open Order 


baseball stadium flagpole, with a 
pennant flying at half mast, with 
the line, “We join the rest of the 
baseball world in solemn tribute 
to the memory of Babe Ruth.” 

“Our association with the Babe 
since the beginning of his long 
and glorious career, developed be- 
tween him and many members of 
our concern close personal friend- 
ships that have endured through 
the years. . . No player has con- 
tributed more to the Game. 
None is more deserving of the 
number one spot in baseball.” 

When the bulletins on Ruth’s 
death went winging over press 
wires Tuesday night, the plates 
were scheduled. 


prints of the ads, which feature a 
pen and ink drawing of the Babe 
as he looked in happier days, will 
be sent to dealers for window dis- 


play. 


GMaA Issues Booklet 


The Grocery Manufacturers of 
America, New York, is currently 
mailing 30,000 booklets entitled 


| tions counsel. 
Farson & Huff said 10,000 re- | with the quality of handmade) 
'glass in this country. 


With You” to women opinion 
leaders throughout the country. 


for the American people to obtain 


|tion. The booklet was prepared 
by Flanley & Woodward, New 
York. 


Glass Crafts in Drive 


Glass Crafts of U. S. A., a new 


*|national association of manufac- 


turers of handmade glass, has ap- 
pointed Catherine Blondin Asso- 
ciates, New York, as public rela- 
The association has 
begun an educational publicity 
campaign to familiarize the public 


Dryomatic to Emery 


Dryomatic Corp. of America, 
Baltimore, has appointed Emery 
Advertising Corp., Baltimore, as 
its counsel for marketing and pro- 
motion of the Dryomatic dry con- 
ditioner, an electrical machine 
that automatically controls humid- 


ity in storage areas, homes, etc. 


ah 


ACVOSS the 


Memphis is taking another great stride toward solidarity of its trade 
area in the construction of a giant new span (the third) across the 


May 12, 1892, the first one 
and one-half mile span across 
the Mississippi River was com- 
pleted, 3rd longest in the 
world at that time, and Mem- 


phis’ first’ Trans-Mississtppi 
gateway to the Southwest. 
The double-track Harahan 


Bridge got underway in 1916. 


dividends from each advertising dollar. 


Memphis 


PRESS-SCIMITAR 


The 


COMMERCIAL APPEAL 


"Father of Waters.'’ MidSouth manufacturers have long found this 
city's rail and truck lines an important link with the Southwest in 
distribution of their products. This factor, combined with its excellent 
air, highway and waterway facilities, has been largely responsible for 
the growth of 157 new industries in Memphis within the past two 
years. The new four lane highway bridge accelerating automobile 
traffic and making it safe for pedestrians to walk across the river 
places Memphis, more than ever before, CENTER in the life and 
prosperity of a billion and one-half dollar market area. 

Broad coverage by The Commercial Appeal and Memphis Press- 
Scimitar in the rich Memphis Market today offers advertisers bigger 


“The Food Industry Looks Ahead 


The 24-page booklet explains that 
in an election year it is difficult 


straight story of the food situa- | 


| 
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Puerto Rico Plans 
U. S. Promotion 
Drive for Rum 


San JvuAN, Puerto Rico — \ 
broad promotional program is be - 
ing planned here to restore Puert) 
Rico’s badly deflated rum indus- 
try, formerly one of the island’; 
biggest income producers. 

Rum exports to the Unite 
States have dropped to about 3.5° 
of the total five years ago. 

Government leaders and repre- 
sentatives of the industry have 
conferred and are in genera! 
agreement on the’ promotion, al- 
though who is to pay for it and 
how much is yet to be decided. 
Industry leaders say that consid- 
erable suppurt should come from 
the government, which has col- 
lected nearly $200,000,000 in rum 
tax refunds from the United States 
since 1943. While rum sells nor- 
mally for around $25 a case 
(F.O.B. San Juan), nearly 75% of 
the price represents taxes. 


Research Has Begun 


Miles H. Fairbank, president of 
the Puerto Rico Rum Institute, 
says that research already is 
under way to determine the pat- 
tern of the program. Gov. Jesus 
T. Pinero has created a Rum Ad- 
visory Committee representing in- 
dustry and government, which is 
to make recommendations within 
several months. 

The reason for the promotion is 
the virtual collapse of the U. S. 
market for Puerto Rico rum, fol- 
lowing a boom period midway in 
the war. In the fiscal year of 
1943-44, the U. S. Treasury turned 
over to Puerto Rico a gross tax re- 
fund of $65,763,538 from the sale 
of more than 8,000,000 proof gal- 
lons of rum in U. S. markets. There 
has been a steady decline since 
then until last March, when the 
tax refund had dwindled to about 
$1,000,000 on only 268,000 proof 
gallons. 


Bonded warehouse inventories 


‘here have risen to an unprece- 


dented 21,300,000 gallons, close to 
the saturation point of physical 
facilities, while 17 distilleries and 
50 rectifiers have $15,000,000 tied 
up in warehoused rum. 


Riches Adds Duties 


Charles R. W. Riches, sales 
manager of Spring Service Ltd., 
Toronto, has been appointed sales 
and advertising manager of Bea: 
Equipment & Services Ltd., To- 
ronto, and of Spring Service. 


To Bliss & Marces 


Eastern Wine Corp., New York, 
maker of Chateau Martin wine 
and champagne, has _ appointed 
Bliss & Marces, New York, to 
handle its advertising. 


For over 60 years 


AT LEADING PAPER MERCHANTS 
THE MARTIN CANTINE COMPANY 
SAUGERTIES, 
Specialists in Coated Papers since 1888 
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CHICAGO DAILY NEW 


F or six consecutive years the Chicago Daily News has published a greater total of grocery 


advertising than any other newspaper in the U. S. A. — morning, evening or Sunday. 


As far back as records go the Chicago Daily News has published a greater yearly total of gro- 


cery advertising than any other Chicago newspaper — morning, evening or Sunday. 


There must be a reason for a leadership so long maintained. And the reason is this: — 


THE CHICAGO DAILY NEWS IS A TWO-AUDIENCE SALES MEDIUM FOR GROCERY 
ADVERTISERS, PRODUCING A TWO-AUDIENCE RESPONSE. GROCERY ADVERTISING 
IN THE DAILY NEWS EFFECTIVELY SELLS BOTH SIDES OF THE COUNTER. 


On the consumer side of the counter it is the Chicago housewife-habit to shop the grocery 


advertising columns of the Daily News regularly. 


On the store side of the counter it is the merchant-habit to check the Daily News grocery 
advertising columns, keeping a constant eye on what competition is doing and what manufac- 


turers are promoting. 


When the general grocery advertiser speaks through the pages of the Chicago Daily News 
he is covering the TWO buying fronts so essenfial to his success . . . The persistent leadership of 
the Daily News is but another way of expressing this truth: persistent grocery advertisers have 


found that Chicago’s HOME newspaper produces persistent profits! 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 
LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. 


624 Guaranty Building 


MIAMI OFFICE: Herald Building, Miami, Florida 
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Lando Adds Three 


Microfilm Corp. and Pass Book. 


To Chambers & Wiswell 


i, James Hanley Co., Providence, poll of its readers on their atti-| 


The following accounts have ap- 
pointed Lando Advertising, Pitts- 
burgh, to handle their advertising: 
Forbes Steel Corp., General 


Price Ideas Asked 
in ‘Wholesale 
Grocer’ Poll 


Cuicaco—The Wholesale Grocer 
News next month will conduct a 


> brewer of Hanley’s ale and Lager tudes toward delivered prices. 


beer, has appointed Chambers & 


At the same time, the publica- 


Wiswell, Boston, to handle its ad-| tion is urging business papers in 
‘vertising. 


STOCK CUTS 


Complimeftary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
Francisco 5, California 


|other trades and industries to 
| conduct similar polls. Poll results 
‘will be submitted to Sen. Cape- 
‘hart (R., Ind.), chairman of the 


special congressional committee | 


which is investigating delivered 
| prices. 

The September issue of Whole- 
sale Grocer News will contain a 
ballot (which will also be mailed 


Advertising Age, August 23, 194: 


separately to subscribers) calling, duties of president of the com- 
for a yes or no vote on whether the| pany. He succeeds F. W. Van Hooper Rates 
wholesaler supports delivered| Antwerp, who has resigned. 
prices and providing space for 
comment. i i 

M. L. Lippitt, editor, asserts oye Pierce Join Y&R ; | Stop the Music 

yde A. Syze, formerly a vice- 

that the government erred when | president and account anecutive | 
it related alleged price conspir-| of Benson & Benson, New York, As 0 p 
acies to the established delivered| has joined the copy research di- ne rogram 
price system. | vision of the research department 

“Zoning bases are part and par-|of Young & Rubicam, New York.) New York—‘Stop the Music ' 
cel of mass distribution of fast- | Reginald F. Pierce has joined the | (ABC), which held the secon. 
moving grocery staples and came |@8ency’s merchandising depart! third and 12th places on the Jul 
to be as the result of important ment. |30 Hooper report, appears on! 
trade customs and needs,” he said. | |}once on the Aug. 15 top 15, th 
“In our opinion, they should not Offers Contest Report |three sponsored segments of th 
be disturbed.” Rockmore Co., New York, has| giveaway show having been 
| lumped together for an average 
. s of “Lega ases 0 vertising,” i 4. 
‘Morris Adds Duties to a memorandum on the to Eversharn’s 
| E. M. Morris, chairman of the regulations governing radio Bive- | wpake it or Leave It” (NBC 
|board of Associates Investment away contests. The memorandum | 
'Co., South Bend, has added the is available upon request. | which rated 11. 


MILWAUKEE markeropics 


Tue MILWAUKEE JOURNAL composite in- 
dex of business conditions in Milwaukee county 
was 265.0 in June, compared to 228.9 in June, 
1947. This index includes retail sales, factory 
employment, pay rolls, bank debits and con- 
struction, with 1935-'39 averages as 100. 


Federal Reserve Bank reports on department store 
sales show Milwaukee leading all big cities (500,000 or 
over) in percentage gains in May, compared to May, 
1947, and in five months of 1948, compared to the same 
period in both 1947 and 1939. 


Department of Commerce reports on sales of 
independent retail stores in May also show 
Milwaukee leading all big cities in percentage 
gains for the month and the five months of 
1948, compared to the same periods in 1947. 


Factories in Milwaukee county employed 152,700 pro- 
duction workers in June, compared to 151,200 in June, 
1947, and 94,800 in June, 1939. The pay roll for these 
workers averaged $9,178,000 weekly, compared to 
$8,461,000 in June, 1947, and $2,651,000 in June, 1939. 
Average weekly earnings were $60.09, or 13.8% over 
the United States average of $52.81 for all manufactur- 
ing wage earners in June. 


The Federal Reserve Bank of Chicago, in a sur- 
vey of Milwaukee economic conditions, reports 
a “60% increase in total employment in Mil- 
waukee county since 1939, compared with 43% 
for the nation as a whole.” The August issue 
of the bank’s monthly publication, “Business 
Conditions,” shows 368,500 employed in the 
county (average for 1948 excluding farm work- 
ers, self-employed and domestics) compared to 


230,000 in 1939. 


The same survey reported personal income in Milwau- 
kee county in the first quarter of 1948 was at the 


THE MILWAU 


From Farms 


KEE JOURN: 


What s In Store tor You at —paee Soviet Fi 


annual rate of $1,825,000,000, an increase of 217% 
over 1939, compared to 188% for the nation as a whole, 


Debits to individual accounts in Milwaukee 
banks in June totaled $1,456,821,000, an in- 


crease of 24% over June, 1947, and three times 


the monthly average from 1935 to 1939. 


Construction contract awards are at a record high in 
Milwaukee county with a total over $33,000,000 in the 
second quarter of 1948. This is nearly double the vol- 
ume in the same period a year ago and five times the 
average volume for the period in 1935-'39. 


Retail sales per family averaged $4,364 in Mil- 
waukee county in 1947, according to Sales 
Management Survey of Buying Power. This 
exceeds the U. S. average by $1,424 or 48%. 


The index of prices received for Wisconsin farm prod- 
ucts rose from 257 in June, 1947, to 321 in June, 1948, 
an increase of 25%. Cash farm receipts in Wisconsin 
in the first five months of the year were even higher 
than in the record year of 1947, when the annual total 
was $1,051,210,000. 


Wisconsin led the nation in beer production in 
the first quarter of 1948 with an output of 
2,763,226 barrels, or one-eighth of the U. 5S. 
total. Four Milwaukee breweries are now in- 
vesting $20,000,000 in expansion projects. 


The Wisconsin Centennial Exposition, major celebra- 
tion of the state’s 100th birthday, is being held at 
State Fair park in Milwaukee, Aug. 6 to Aug, 29. An 
attendance of 25000,000 is expected. 


The Milwaukee Journal takes an advertising 
message into nearly three times as many homes 
in Milwaukee and its suburbs as any other 
newspaper or any other medium—95‘- of all 
homes daily and 90° on Sunday. 


AL 


62 Pages — Home 


les Diplomatic Protest 


Order to Its Consu 


Dhenutes 


In the future a single program, 
/even if sponsored in segments by 
| different sponsors, each of which 
| will continue to be rated sepa- 
rately, can appear only once in the 
‘first 15 for evening and the top 
10 for day, C. E. Hooper, Inc., an- 
nounced. 

Included in the Aug. 15 report 
along with the 36-city telephone 
popularity ratings are the U. S. 
projectable Hooperatings, based 
/on telephone and diary polls, 
which will be released bi-monthly 
in the future. 

The top 15 shows with (1) their 
36-city popularity and (2) their 
U. S. projectable Hooperatings: 
Take It or Leave It 

(Eversharp, NBC) ...... 11.0 9.50 


Stop the Music (*, ABC)..10.4 Se 
|Mr. D. A. (Bristol-Myers, 


| Suspense (Auto-Lite, CBS). 9.9 ** 
This Is Your FBI (Equi- 

table Life, ABC)........ 9.8 ove 
Crime Photography (Toni, 


| Horace Heidt (Philip Morris, 
9.3 7.96 
| Break the Bank (Bristol- 


Drew Pearson (Lee Hat, 


Big Story (Pall Mall, NBC) 8.4 7.05 

Hit the Jackpot (De Soto, 
8.4 

| Mr. Keene (Whitehall, 

Fat Man (Norwich, ABC)... 8.2 6.39 
Gang Busters (P&G, ABC). 8.2 
Your Hit Parade (Lucky 


*Average of sponsor's periods: 8:4: 
| p.m. 12.2 (Old Golds); 8:15 p.m. 10.6 
| (Swerl); 8 p.m. 8.4 (Old Golds). 


**Not yet included in U. S. Hoop- 
| erating’s report. 

***Program has increased cover 
age by 25% or more since publica 
tion of U. S. Hooperating’s report. 


Average evening rating is 5.6, 
/up 0.6 from last report and 0.8 
from a year ago. Average sets-in- 
use is 21.0, up 1.7 from last report 
and 3.8 from a year ago. Avail- 
|able homes (71.3) were up 1.0 
from the last report and 2.0 from 
|a year ago. 
_ The daytime leaders, their 36- 
| city ratings and their U. S. pro- 
jectable average daily ratings: 
| A Girl Marries (Gen. Foods, 


| Helen Trent (Whitehall, 
Portia (Gen. Foods, NBC)...6.4  8.5¢ 
| Widder Brown (Sterling, 

Ma Perkins (Oxydol, CBS)..6.2 6.2: 
Lorenzo Jones (Sterling, 

Stella Dallas (Sterling, 

Rosemary (Ivory, CBS)..... 6.0 5.59 
Big Sister (Ivory, CBS)....5.9 6.02 
Pepper Young (P&G, NBC).5.8 8.81 

Average rating is 4.1, up 0.3 


from last report and 0.6 from a 
| year ago. Average sets-in-use of 
| 14.8 is down 0.7 from last report 
and 0.9 from a year ago. 


‘Plans Appliance Show 
The Charlotte Radio and Appli- 
ance Distributors Association, with 
the cooperation of the Observer, 
| Charlotte, N. C., will sponsor a 
| Carolinas appliance show in the 
Armory Auditorium in Charlotte, 
| Sept. 21-24. 


| Appoints Ballard 

| Sweden Freezer Mfg. Co., Se- 
| attle, producer of fountain freezer 
| equipment, has named David Bal- 
lard assistant advertising man- 
| ager. 
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Set your course for easier selling... 


in America’s 3rd Market. Make sure you’re 


using THE INQUIRER .. . out front 
in advertising linage and 


advertising PRODUCTIVITY. 


T. W. LORD, Empire State Building, N.Y.C. 
Longacre 5-5232 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 


THE 


TO-DATE 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia 


Women’s Specialty Shops Make 
Inquirer First Choice* 


1,508,703 LINES | | 1,074,043 LINES oo 
DAILY AND SUNDAY DAILY AND SUNDAY : 


2nd largest volume of women's specialty shop advertising in U. S. 


Exclusive Advertising Representatives 


ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Andover 6270 Cadillac 6005 
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Honeywell Names West 


Ray R. West has been appointed 
manager of sales of Minneapolis- 
Honeywell Regulator Co., making 
his headquarters in Philadelphia. 
He has held executive sales posi- 
tion with Brown Instrument Co., 
division of Minneapolis-Honey- 
well, for over 20 years. 


‘Sports Extra’ to Hoyt 
Charles W. Hoyt Co., New York, 

4 has been named to handle the ad- 
vertising of Sports Extra, Inc., 
New York, publisher of Sports 
Extra, which will appear soon. 


80.000 
primary 


read and use’ 


ARIS ES. 


‘Blue Book’ Gives | 
50 Case Histories 
of Newspaper Use 


New YorK — Daily newspaper 
campaigns of 50 advertisers are 
cited by the Bureau of Advertis- 
ing, ANPA, in the 10th annual 
edition of “The Blue Book of 
Newspaper Advertising,” issued 
last week. 

Campaigns included range from 
14-lines, reader style (by J. C. 
|Eno, Inc.) and 70-line cartoons 
used by Wilkins coffee to full 
pages by Chesapeake & Ohio Rail- 
way, Gold Seal glass wax, and 
|'Hudson Motor. Fourteen of the 
|campaigns cited were for grocery 
| products eight for automotive; 
five for liquor, wine and beer; 
|four for industrial, and three for 
| transportation. Other classifica- 
tions represented were drugs, elec- 


trical, government, housing equip- 
| ment, insurance, publications, pub- 
| lic utilities, tobacco and wearing 
| apparel. 

Opposite reproductions of typ- 
ical ads from each campaign, the 
“Blue Book” presents its objec- 
tive, the methods employed and 
results achieved, followed by a} 
statement from advertiser or) 
agency on the reasons for using | 
newspapers for this campaign. 

Harold S. Barnes, the bureau’s | 
acting director, points out that 
'these campaigns were run in 1947 
and early 1948. In 1947 national 
advertisers spent $369,000,000 for 
newspaper space and in 1948, he | 
estimated, this figure will rise to) 
“well over $400,000,000.” 


KTTV Names Chandler 


Nerman Chandler, publisher of | 
the Los Angeles Times, has been | 
appointed president of KTTV,}| 
Inc., newly formed subsidiary of | 


the Times and the Columbia)! 
Broadcasting System. 
ficers are: D. W. Thornburgh, vice- 
president; Harry Bowers, treas- 
urer; Ned Marr, secretary. 


‘To Bozell & Jacobs 


Bozell & Jacobs, Inc. (Indiana), | 
Indianapolis, has been appointed 
to direct the advertising and pub-| 
lic relations of the Transportation | 
|'Service & Supply Corp. of In-| 
dianapolis, distributor of Wig- 
Wag warning signals, Brakemas- 
ter and other equipment to the 
transit industry. Trade publica-| 
tions and direct mail will be used. | 


Benham Takes Leave 


Robert V. Benham, partner in 
Benham Advertising Service, 


Philadelphia, has taken temporary | 
leave of absence to organize a| 


public information branch in the 
Office of the Executive for Re- 
serve and ROTC affairs, Depart- 
ment of the Army. 


COMBINATION 


OWNING AND OPERATING RADIO STATIONS WTPS AND WTPS FM 


States Daily . 


Times-Picayune Daily .... 


ere 


. . 166,960* 


92,145* 


... .274,748* 


*ABC Publisher's Statement 3 Months 


Endine March 31, 1948 


MORNING 


SUNDAY 


EVENING 


MEMBER A.N.A. Network 


REPRESENTATIVES: JANN & KELLEY, INC. 


Other of-| 
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Williams Oil 
Burner in Push 
as Fuel Loosens 


| New York—Eureka Willian 
|Corp. will use newspaper ads i, 
21 key markets next week, mark - 
ing a full swing to fall promotio, 
of oil burner equipment. 

At the same time, its campaig: 
in the magazine shelter group wil 
continue. The company is nov 
in the process of holding deale 
meetings in cities across the coun 
try, at which company executive: 
are passing the word that th: 
|time to sell oil burners ha: 
arrived. 

From an oil burner maker’s 
point of view, the background o! 
‘the present situation is com- 
pounded of two things. One is 
the lush years of 1946 and 1947, 
when new houses were blossom- 
ing all over the country and oil 
burner dealers filled orders at a 
furious rate. The second is the 
disastrous winter and spring of 
1947-48, when oil users were des- 
perately watching their dwindling 
supplies and the oil companies 
were frantically trumpeting that 
there was no shortage, only trans- 
portation and storage difficulties. 

Today oil burner salesmen have 
to meet a vastly different situation. 
Orders apparently no longer cas- 
cade over the transom, and the 
public eyes oil warily, nervous 
about a recurring shortage. But 
Williams sales executives were 
hammering for sales, stressing 
new products and improved sell- 
ing techniques, such as thorough 
telephone canvass of homes, with 
demonstrated methods of selling 
coal users and ways of pointing 
out the advantages of new equip- 
ment to those who already heat 
with oil. 
| In addition, the company has 
|'set up a set of advertising allow- 
|}ances for cooperative ads, based 
'on the units sold by the dealer. 

Casler, Hempstead & Hanford, 
Chicago, is the agency. 


Silex Elects Chick 


Louis S. Chick, formerly with 
Standard Brands, Inc., New York, 
and prior to that with Lever 


F. E. Wolcott 


| L. S. Chick 


Brothers, Boston, has been elected 
president and general manager oO! 
L. Silex Co., Hartford, Conn. 
succeeding Frank E. Wolcott, whe 
‘has been elected chairman of the 


| Names Stanfield 


| Harold F. Stanfield Ltd., To- 
|ronto office, has been named to 
|handle the advertising of Rolls 
Razor, which is distributed in On- 
|tario, Quebec and the Maritimes 
| by Richards Glass Co., Toronto, 
and in the prairie provinces and 
British Columbia by F. J. Bossons 
Ltd. 


WSAV Appoints Two 


George P. Cooper Jr., formerly 
account executive, has been 
ba local advertising manager 
of Station WSAV, Savannah, Ga. 
Perry Silvey, formerly publisher 
of the Savannah Illustrated World, 
has been appointed an account ex- 
'ecutive of the station. 


to Show Rockets 


The seven home games of the 
Chicago Rockets, professional foot- 
ball team, will be telecast exclu- 
| sively over Station WBKB, Chi- 
cago. 
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*Based on ABC Publishers Statement for period ending March 31, 1948 


.«. at one of the lowest milline rates in America, it is your | pe i 3 
greatest advertising dollar’s worth in Chicago. Our representa- ? ‘The Sun-Times | a 
tives will prove this statement with actual case histories 
showing you how The SUN-TIMES moves the goods for well. 


known advertisers .. . at tremendous dollar savings. 


THE PICTURE NEWSPAPER 
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Sport, Film Stars 
Laud Motorcycling 
in Indian Ads 


SPRINGFIELD, M ass. — Calvert's 
Man of Distinction, who’s been 
playing the lead in advertising 
testimonials for some time now, 
may find himself at second fiddle 
this fall when voluptuous Jane 
Russell comes riding out in color 
ads in 20 magazines astride an 
Indian motorcycle. 

Miss Russell is but one of the 


PRICE TAGS 
AND STICKERS-LABELS 


PACKAGE SEALING 


MARK’ANDY, Inc. 


St. Lovis 22 


many screen and sporting world 
celebrities who will vouch for the 
new machines in the Indian 
Motocycle Co.’s $500,000 cam- 
paign. Bobby Riggs, Alan Ladd, 
Pauline Betz, Vaughn Monroe 
(“the motorcycling bandleader”), 
Bob Feller, Johnny Lujack and 
Bob Waterfield all will claim their 
enthusiasm for the sport. 

Indian’s big promotion will in- 
troduce the new lightweight In- 
dian models, the Arrow and the 
Scout. The company claims these 
two new cycles to be easier to 
control and safer because they are 
lighter. They are made to bridge 
the gap between the small mech- 
anized scooters which have gained 
much popularity since the war 
and the large, chrome-bedecked, 
ear-splitting monsters which 
never cease to annoy peaceful 
Sunday drivers. 

The Indian people have never 
promoted motorcycles like they 
will this fall since the company’s 
organization in 1901. Indian 
motorcycles, known the world 
over, advertised only moderately 


| 


(a little more than $50,000 last 
year) until Roger B. Rogers, for- 
mer head of the Rogers Diesel 
Engineering Co., became president 
of Indian in 1945. At the same 
time, the Atlas Corp. bought some 
stock in the company and in that 
year $6,000,000 was put into the 
company and the new models 
were in the drawing-board stage. 


New Magazine Featured 


Early this summer the company 
began production on the -new 
models to fill a backlog of 12,500 
orders between now and the end 
of the year. August production 
will top the break-even point on 
the new machines of 800 units 
per month, according to Mr. 


| Rogers, but the fiscal year ending 


Aug. 31 will show a loss equiva- 
lent to whatever costs of moving 
into the company’s new plant are 
charged off to profit and loss. 
Since 1945 Indian has spent 
$6,000,000 setting up operations 
in a plant purchased from the War 
Assets Administration. The plant 
has been tooled to turn out 100 


machines every eight hours. In- 
dian’s biggest competitor is the 
Harley-Davidson Co., Milwaukee, 
which spends about $200,000 on 
advertising annually. 

In addition to using 20 maga- 
zines, Indian is supplying a list 
of all the registered owners of 
two-wheel power vehicles in the 
United States, which will form the 
basis of the direct mail part of 
the promotion. The company now 
has 1,000 dealers, doubling the 
number since last year. 

One of the main features of the 
new campaign is a special pub- 
lication, “Indian Magazine,” which 
will go to the 300,000 persons 
whose names appear on the two- 
wheeled machine list. The com- 
pany has set up a complete staff 
to edit this magazine, a 32-page 
publication containing stories on 
motorcycling, cartoons, etc. People 
who do not receive this publica- 
tion may subscribe by sending in 
the coupon on the Indian ad plus 
$1.50. 

Dealers also will receive names 
of owners of the two-wheeled 


& 


RETAIL SALES 


FIND 


WORCESTER 


Worcester families, 


with 23.1% more to spend 


than their national counterparts, beat 


well-worn paths to 
Sales in this area 
$422,224,000,* to 


retailers’ doors. Retail 
in 1947 alone totaled 
place Worcester County 


a healthy 38th among the nation’s 138 
Metropolitan County Areas. This represents 


an average expenditure of $2,992” 


for 


Worcester County’s 147,800 families.” 

Spread your sales entirely over this ever-buying 
market through the Worcester Telegram- 
Gazette, daily circulation in excess of 140,000, 


Sunday over 100,000. 


How widely are brands distributed in Worcester? 
Send for your copy of the 1948 Annual 
Survey Retail Distribution of Beer—Ale—Wine. 


* Source: Copr. 1948, Sales Management Survey of Buying Power; further reproduction not licensed. 


WORCESTER, MASSACHUSETTS 


GEORGE F BooTH Pubiisher- 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


“Now new thousands can 

enjoy the great American 

sport of motorcyding” 
soys BOB FE 


GOOD SPORT—Bob Feller, pitching 

star of the Cleveland Indians, likes to 

ride his Indian motorcycle in spare 

moments, according to this Indian ad 

which will appear in 20 magazines this 

fall. Lawrence Fertig & Co. is the 
agency. 


mechanized vehicles for direct 
contact. Playing a big part in 
this promotion, dealers will vie 
in a merchandising and promo- 
tion contest for a free Indian 
motorcycle. They will offer free 
driving lessons, give demonstra- 
tions and, of course, sell the 
numerous accessories which every 
motorcyclist must have. 

In addition to the $575 price of 
the Arrow, or $775 for the Scout, 
a motorcycle enthusiast usually 
spends about $500 a year on ac- 
cessories. These are listed in a 
catalog also sent along upon re- 
quest in the coupon in the ad. 


Motorcycle Clubs Thrive 


Thumbing through this book we 
find about five different types of 
leather and waterproof jackets 
for men and women all ranging 
above $30. All display the name 
Indian prominently. All motor- 
cycle riders are as loyal to the 
brand of machine they own as 
the college boy to his alma mater. 
The girls wear bracelets, rings 
and pins with Indian designs, and 
the boys wear tie-clasps, cufflinks, 
shirts, belts, buckles, etc., all sig- 
nifying that Indian is their choice. 

For comfort while riding, the 
Indian catalog suggests the In- 
dian Chum-Me-Seats or the 
“form-out” sheepskin seatcovers, 
the pillion seat (for the occasional 
passenger or the competition 
rider). 

As far as testimonials go, In- 
dian claims that every celebrity 
lauding the machines in the ads 
is an enthusiast of the sport and 
belongs to a motorcycle club. 
Clark Gable, who is not appearing 
in the testimonials, has been re- 
ported quite active in a California 
club. Vaughn Monroe, the “Motor- 
cycling Bandleader,’”’ sometimes 
rides his motorcycle ahead of his 
musicians’ bus. 


Movie Tie-in 


Indian also has a tie-in promo- 
tion with the new Alan Ladd 
Paramount film, “Beyond Glory.” 
Dealers will cooperate with local 
theater managers and display the 
new Indian machines in the 
theater lobbies where the Ladd 
film is playing. 

Magazines which will carry the 
ads beginning in September are: 
American Motorcycling, Argosy, 
Capper’s Farmer, Collier’s, Es- 
quire, Farm Journal, Field & 
Stream, Hoard’s Dairyman, Me- 
chanix Illustrated, Motorcyclist, 
Outdoor Life, Popular Mechanics, 
Popular Science, Sport, Sports 
Afield, Successful Farming, The 
| American Farm Youth, The Pro- 
gressive Farmer, The Saturday 
| Evening Post and True. 

Handling the Indian account at 
Lawrence Fertig & Co. is Curtis 
/C. LeWald, who also runs his own 
‘Indian agency in Stamford, Conn. 
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Fewer blind babies 
because women acted! 


WOMEN WERE HORRIFIED when they learned that the post-birth 
treatment required by law in many states holds the possible threat of 
blindness for babies! COMPANION article “Can Present Laws Blind 
Your Baby?” brought requests for thousands of reprints from women 
readers ... was quoted in the news and editorial columns of leading 
newspapers such as the N. Y. Times, Philadelphia Inquirer and 
Cleveland Plain Dealer. In fact the COMPANION article spurred 
attempts by Pennsylvania doctors to change existing regulations 
on the use of silver nitrate in babies’ eyes. 

The nation-wide and consistent response to COMPANION public 
service features has become a tradition in the women’s field. As for 
results in home and personal service — just look at the characteristic 
COMPANION reader reactions shown below: 


STEP FORWARD — How to BLUE RIBBON FOR ““‘YOUNG MOTHERS” SERVICE FAVORITE OF THE Y 


explain the facts of life to children frankly and intelli- LINAGE — Lloyd Hall figures for the first half of the latest Starch Reports show that the COMPANION 
gently? COMPANION editors answered that one in 1948 show that the COMPANION leads the women’s has the greatest percentage of readers between the 
“How Will They Learn About Sex?” — a feature that service field in editorial linage on children. And, ac- ages of 26 and 35 in the whole women’s service group. 
drew 131,137 letters from grateful readers! Typical cording to Starch, it reaches more families with The ComMPANION has first claim on women readers in 


letters said “a godsend to parents!” 


young children than the other women’s books. their most active “buying years!” 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,750,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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OUTSIDE Station Budgets 
“TEST TOWN, U.S.A.” Give Big Push 
EN Diaring cement tot NBC Promotion 


U.S.A.” are accurate and revealing, decisive and economi- New YorK—NBC’s fall program 
cal. Outside newspaper circulation is negligible, competing | promotion, as in previous years, 
circulation does not exist. One newspaper—and only one— | will consist largely of furnishing 
covers the South Bend market. Want all the facts? Write its stations’ advertising aids for 
for free market data book entitled “Test Town, U.S.A.” | air or press use. 


work on the theory that its prin- 


and that of its affiliates, to deliver 
listeners. 


keeping its stations “advertising 
minded,” says James Nelson, di- 
rector of the advertising and pro- 
motion department, is revealed in 
regular affiliate reports to the net- 
work. 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES From December 1947 to March 


The network will continue to) 


cipal job is to deliver programs— | 


However, NBC’s success in| 


fe FTC takes a dim view of ulcer cures— 


but we've got one! 


For admen’s ulcers, that is. The sharp, shoot- 
ing pangs induced by trying to set up 1949 
schedules on a 1948 budget—or less. 

And aggravated by new rate boosts that come 
faster than you can say “Ouch!” 


But what if we show you how to cut your 
advertising budget—without dropping a sin- 
gle reader? (You might even add some.) 
It’s no medicine show remedy. It’s backed by 
solid facts, It’s Coronet! 


Rate? Unbelievable! 


The same Coronet that built an audience of 
2,500,000 in tet¥ years by its editorial policy 
and pocket size alone. And then opened its 
pages to advertising at the lowest rate in 
multi-million magazine history! Only $1.75 
per thousand (black and white) for 2,000,000 
guaranteed circulation—with 500,000 bonus 
circulation absolutely free! 


But here’s the big jumbo lollypop: Coronet 
now guarantees this lowest rate unchanged 


through 1949! 
Did you murmur, “What’s it buy?” 


A rich, rich market! 


That 2,500,000 circulation we mentioned. 
Young, earning, spending families. Home 
owners, college graduates, executives, white- 
collar people. (Detailed analysis on request. ) 


The Big Boys love us! 


Coronet has already been chosen by adver- 
tisers like— 


Admiral Radios The Book of Knowledge 
Alka-Seltzer Book-of-the-Month Club 
ia Argus Camera Hammond Solovox 
Bulova Watch Kingsmen Toiietries 
Classics Club Linguaphone Institute 
Doubleday & Co. The Milwaukee Road 
Exercycle Corp. _ Paris Belts and Garters 
Flo-Ball Pen Prestone Anti-Freeze 
Formfit Revere Camera 
Gruen Watch Sheaffer Pen 
Ipana Mattresses and 
Kelvinator 30x Springs 
Lowest rate in Kleenex Springs Mills 
Literary Guild Union Pacific Railroad 
| ll ° h ° Motorola Universal Gas Ranges 
multi-million magazine ISCOry Zenith Radio 
Nescafé Zenith Hearing Aid 


—guaranteed through 1949! Consider Coronet for your Fall and Winter 


; schedule: Write, wire or phone for all the 
: facts today. Coronet Magazine, 366 Madison 
Ave., New York 17, N.Y., Murray Hill 2-5400, 


| 


ad) Proof of Coronet’s Ad Readership? 
your best A bet is — 
Note these recent comparative readership 
costs for the same advertisement: 


Coronet 
| Position Publication Who Saw 
| 
| 
| 


2rd cover Coronet $2.00 


Qndcover  Weekly“A” $3.52 
Now 2,520,192 (ABC) quality circulation Weekly $3.45 


| 
+Starch ratings 


1948 the 65% of the stations re- 
porting spent $1,674,081 in air 
time and newspaper space for ad- 
vertising and promotion. News- 
paper copy made up $134,022 of 
the total. For the preceding three 
months the corresponding figures 
were $1,097,307 for air time; $240,- 
| 099 for newspaper space and $1,- 
| 337,406 for both. 

| These totals, William E. Webb, 
/manager of audience promotion 
|for radio and television, points 
out, probably would be swelled by 
addition of station expendi- 
tures which were reported directly 
| to the agency or client rather than 


‘to NBC. 


Has New Movie 


| Priority project of the moment 
in the promotion department is 
the NBC movie, which will pre- 
mier next month at the network’s 
convention in Sun Valley, Ida. 
This 22-minute, $70,000 film is a 
non-technical, behind-the-scenes 
treatment of how a network func- 
tions and its relations to its audi- 
ence. 

While intended primarily for 
entertainment, the movie does 
carry a message now and then. 
The theme that American radio is 
what the American public wants 
is emphasized strongly. 

“We do this by showing how 
closely the public keeps in touch 
with us and we with them,” Roy 
C. Porteous, manager of the ad- 
vertising and promotion depart- 
ment, said. Plans for exhibiting 
the movie have not been worked 
out. It will be shown first in 
major cities starting early in Oc- 
tober. 


Klitten Agency 
Claims ‘First,’ 
Uses TV Spots 


Los ANGELES—Martin R. Klit- 
ten, Inc., believes it is the first 
|agency to advertise its services 
over television. 

The agency began using 20-sec- 
ond television spots on Station 
KTSL Aug. 5 after a survey 
showed that a large number of 
clients and _ prospective clients 
owned television sets. Klitten will 
use 18 spots for 13 weeks. 

Format of the first program con- 
sists of the showing of three 
cards: (1) Card heading “Klitten 
Ad Libs” and a picture of a bell- 
ringer with accompanying sound 
effects; (2) card containing a quo- 
tation that applies to some adver- 
tising fundamental, with the an- 
nouncer breaking in to read the 
quotation and telling briefly how 
the agency can serve advertisers; 
(3) card showing the agency 
name, address and telephone num- 
ber. The spot fades with the ring- 
_ing of a bell. 

The series is being promoted by 
post cards containing the quota- 
tion and copy used, which are sent 
to a selected list of prospects be- 
lieved to have television sets. 


‘Donahue to Ad Bureau 
| Daniel J. Donahue, for the past 


| year national advertising manager 

of the Minneapolis Star & Trib- 
une, has joined the executive staff 
lof the Bureau of Advertising, 
| American Newspaper Publishers 
| Association, with headquarters in 
Chicago. Mr. Donahue has been 
| with the Cowles newspapers in 
| Minneapolis since 1936. In Decem- 
ber, 1946, he was “lend-leased”’ 
‘for a, six-month “internship” 
working with the New York head- 
| quarters of the Bureau of Adver- 
'tising in its sales analysis work 
for advertisers and agencies. 


Sterling Unit to Move 


Headquarter offices of the Cen- 
taur-Caldwell division of Sterling 
Drug, Inc., New York, will move 
on Aug. 21 from 41 E. 42nd St. to 
the parent company’s building at 
1450 Broadway. New telephone 
number is Lackawanna 4-6400. 
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SOLD DEPARTMENT STORES AND 


SPECIALTY SHOPS WOMEN’S AND CHILDREN’S WEAR, 


FABRICS AND RELATED FASHION LINES. 


“According to Dun 


& Bradstreet report 


The Retailer's Daily Newspaper 
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Changes Are Coming 


Grey Advertising Agency’s “re- 
tail newsletter,” always interest- 
ing, recently urged department 
stores particularly to re-examine 


their store hours so as to do a bet- | 


ter job of pleasing their custom-| 
ers, instead of themselves and 
their employes, on the matter of | 
shopping time. 


Grey pointed out, correctly, that | 


while all stores congested, 
downtown areas are wrestling | 
furiously (and not too success- | 


fully) with the increasingly dif- 


ficult problem of maintaining buy- | 
congested 
areas, most of them have thus far | 


ing traffic in highly 


not made the obvious move of 


relating traffic congestion to store | 
The most effective method | 
of overcoming the shoppers’ un-| 
willingness to shop in congested | 


hours. 


traffic is to change the shopping | 


where in the country, to find even 
a drug store open after 10 in the 


| Srocery stores which used to cater 


evening; and the delicatessens and | 


to the early-morning trade seem 


all to have decided that there is a | 


| Social stigma attached to opening 
the doors before 9 or 9:30 a.m. 


We suspect—in fact, we know— | 


|forever. Already there is an in- 
creasing number of stores open- 
ing in the evenings; 
|}some chains and _ supermarkets 
which are open 24 hours a day! 
What is keeping downtown 


that this is not going to keep on) 


there are | 


stores from opening more nights— | 


and keeping conventional “service | 


stores” in 
short schedule is 
business. 


simply good 
No one wants to keep 


trick; 


and apparently no one 


open 12 hours if six will do the | 


hours so that they don’t coincide | wants to work in the evening if he| 


with peak traffic 
says. 

These points are well taken. The 
continually accelerated movement | 
toward shorter hours and more and | 
more persons gainfully employed, 
especially among married women, 
has resulted in a peculiar situa- 
tion: All the offices, factories, 
warehouses, and all 
stores, have shortened their hours 
of work, and by and large they 


periods, 


are all open at the same time. As 


a result, there is less time for 


shopping than there has ever been | 


before. Even the neighborhood 
merchant has followed the trend, 
with the result that it has now 
become almost impossible, 


Grey | 


the retail | 


any- 


can help it. 

| But, even with the present high 
| level of business activity continu- 
ing, there is already indisputable 
‘evidence that the lushest times are 
| over. Sales personnel, in greater 
and greater numbers, are going to 
| be convinced that their hours will 
have to be set to meet the custom- 
er’s convenience rather than their 
|own, and so are store owners and 
store managers. 


create a serious change in retail 
store hours, and we suspect it 
| won't be long before a major por- 


It won’t take a depression to | 


‘tion of all retail sales will be made | 


at hours which are closed store 
hours now. 


How About Freight Advertising? 


The Chicago Railroad Fair has 
apparently been a spectacular suc- 
It has attracted well over a 
million people, and probably will 
approach the three-million mark 
before it finally closes its gates. 


cess. 


The idea of presenting the serv- | 


ices and improvements in rail- 


roading to such a large audience 
and in such spectacular surround- | 


ings is well worth the $2,000,000 


or so which has been invested in 


the enterprise. It should be ex- 
tremely effective in developing 
greater passenger travel volume 
for the railroads, and in creating 


greater public sympathy for their 
problems and_ their 
We're all for it. 

But the spectacular Railroad 
Fair, with its major emphasis on 
passenger travel, again makes us 
wonder why the railroads, which 
do at least a fair job of advertis- 


activities. | 


ing their passenger service, do 
such a miserably inadequate job 
of selling their freight service— 
the service which provides the 
overwhelming share of their reve- 
nue. 

Freight service might almost 
not exist, for all the general pub- 
lic ever hears about it in railroad 


| 


freight advertising does appear in 
publications going directly to traf- 
fic managers, but even in such 
| vital media, we are told, only a 
minority of the country’s railroads 
| consider it necessary to advertise 
the outstanding item in their line. 

Certainly there should be pas- 
senger advertising; perhaps more 
than there is now. But equally 
certainly, there ought to be at 
least 100 times as much freight 
advertising and promotion as there 
is now. 


|; women, 


neighborhoods on 


"Mr. President, | think you ought to know that in 90 days you will have to find a 
replacement for that obnoxious, tough, hard-boiled, oversized foreman in my 


department. 


| have just mailed a coupon to Charles Atlas.” 


Professional Difference 

We aren’t sure if it has anything | 
to do with the quality of champion 
tennis, whether played by men or 
but a recent issue of The 
New Yorker had an ad on Page 43 
showing Pauline Betz, testifying 
tor Schaefer beer. 


been 9 
ewer tastid — 


Sehaafer!” 


PAULINE BETZ 


On Page 55 there was Big Jake 


Kramer, but what’s Schaefer for 
the goose is Rheingold for the 
gander. 


With our lousy backhand, may- 


| able bits of philosophy. 
ticularly like philosophy which 
| someone phrases in his own words. 


We par- 


We like that phrase of Miss 
Stanwyck’s and we liked it 
when we first read it in Hugh 
Walpole’s “Fortitude.” 


_ottings 

Fred G. Taylor Jr., chief, radio 
branch, information division, U. S. 
Military Government for Wuert- 
emberg-Baden, Germany, charged 
in a recent CBS broadcast that the 
Soviet radio distorts facts about 
America in 60 languages. . . 

The New York World-Telegram 
again sponsored one of Doug 
Leigh’s blimps, which carried an 


|}aerial newscast on its signs, plus 


ithe familiar 


| telling 


| road—or 


se we ought to be drinking both. | 


No Credit 


advertising. A modest amount of | 


_ by 


We were running through 
Trailer Talk, Warner Fruehauf 
Trailer Co., Baltimore. It’s edited 
Jerome P. Fleishman, or 
“Uncle Jerry,” as the masthead 
says. 

It’s a mixture of philosophy, 
well-rubbed jokes, and some sell 
for Fruehauf. 

One editorial, however, on 
“Courage Goes Deep,” reports that 
Barbara Stanwyck, film star, 
fought her way to world fame with 
this philosophy, “It isn’t life that 
matters; it’s the courage you 
bring to it.” 

We are in favor of good, quot- 


lica will 


slogan, “If it’s W.T. 
it’s W.T. (or, if it’s worth 
it’s in the World-Tele- 
gram)...” 

The Gulf, Mobile & Ohio Rail- 
the Alton Route—has 


| published an interesting equipment 
| folder, 


which shows the advan- 
tages of new equipment as seen 
through the eyes of a mother with 
a small daughter, taking a round 
trip from Chicago to St. Louis. 
B. M. Sheridan is the Alton’s di- 
rector of advertising and pub- 
licity, and Reincke, Meyer & Finn, 
the agency... 

And a refreshing travel booklet 


lis “What, No Ice?” prepared by | 


Caples Co. for its client, British 


Railways. The idea was conceived | 


by Hudson F. Meyer, Caples’ vice- 
president, and the writing was 
done by Gus Kaiser, Caples’ copy 
chief. . . 

Among the first shipments to be 
carried by Panagra’s new all- 
cargo service between the U. S. 
and the west coast of South Amer- 
be 150 cattle, 60 pigs, 
several hundred thousand baby 
chicks and six race horses. . . 

The results of the Olympic 
Games could have been fearlessly 
forecast by those editors who got 


from General Mills the announce- 


Wheaties 


ment that 52 complimentary cases 
(“the breakfast of 
champions’) had been sent to the 
chairman of the U. S. Olympic 
food committee. . . 

You can now send a telegram to 
anyone on an automobile, train, 
airplane, bus, truck or inland 
waterway boat—provided it has 
a radio telephone. Western Union 
merely notes “the sender will be 
expected to furnish approximate 
location of the mobile unit.” 

Friend of ours thinks this a sign 
of the times: In an agency wait- 
ing room, he heard two men dis- 
cussing a transcription they had 
just heard. One of them said 
eagerly. “Let’s buy that. It’s 


” 


cheap! 


The following documents may 
_ be secured without charge from 


/companies sponsoring them or 
| through ADVERTISING AGE, by any 
/national advertiser or advertising 
|}agency executive writing on his 
| business letterhead. Address Ap- 
/VERTISING Ace, 100 E. Ohio St., 
Chicago 11. 


No. 3110. Facts About Vacation 
Travel of Pathfinder Families. 


Pathfinder reports on vacation 
plans of Main Street families, in 
this booklet, which covers details 
of family group expenditures, 


choice of transportation and pre- 


|ferred accommodations. Almost 
|80% of the families who plan va- 


cations this year expect to “see 
America first,” the study shows. 


‘No. 3129. A Progress Report to 
the American Automotive In- 
dustry. 


The American Automobile 
(Overseas Edition) and El Auto- 
movil Americano, McGraw-Hill 
publications, have issued this re- 
port on the automotive export 
market—trend and outlook. It 
contains suggestions for better ad- 
vertising copy directed to the 
automotive trade abroad; dis- 
cusses new editorial plans, and 
explains the paid overseas circu- 
lation of these publications. 
No 3120. Keeping Pace with 

America. 

Institutions has published this 
booklet as an aid to institutions 
in planning and carrying through 
their building and remodeling 
programs. Profusely illustrated, 
the articles cover plans, designs, 
materials, equipment and methods 
for hotels, hospitals, schools, res- 
taurants and clubs, with a list of 
associations and other sources of 
information on building. 


No. 3131. Your Sales Story Starts 
a Chain Reaction. 


That Kiwanians buy services 
and products completely disasso- 
ciated from their business pur- 
suits is brought out in this folder, 
issued by the Kiwanis Magazine, 
which cites the Kiwanis member- 
ship’s civic work such as camps, 
hospitals, youth activities and 
other projects sponsored by the 
clubs. Another folder, “Pick Two 
Leaders,” issued by the magazine, 
reports on the influence exerted 
by Kiwanis Club members in their 
communities, their purchasing 
power, and readership of the pub- 
lication. 


No. 3118. 1948 Consumer Analysis 
of the Philadelphia Market. 

The Philadelphia Bulletin has 
published the third annual survey 
of Philadelphians’ preference for 
branded products, product stand- 
ings and buying habits. It follows 
the standard pattern for these 
consumer studies, which are now 
available in 12 markets, includ- 
ing one published by the Omaha 
World-Herald, making possible 
accurate comparisons between 
markets. 


No. 3109. How to Get Your Share 
of the American Market. 


This 20-page New York Times 
study is written from the view- 
point of business men abroad, pre- 
senting the problems (and their 
possible solutions) of selling to the 
U. S. market. The study says that 
the financial, business and indus- 
trial center of the country takes in 
15 states inside a 500-mile radius 
of New York City, and provides 
a detailed analysis of the Times’ 
circulation to show how it reaches 


|American business leaders. 
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FASY WAY cover 
RICH SMALL CITY MARKETS 


Introducing NOWADAYS, the news magazine supplement 
with a guaranteed circulation of 824,000 in 305 weeklies and dailies which 
have been established an average of 62 years covering towns under 25,000 
in the 13 richest midwestern states. | 


AT LAST, through NOWADAYS national advertisers can get the : 
benefit of loyal consistent weekly and small city daily readership at low cost. 


Yes, NOWADAYS puts your sales message in the best read media y 
in each city—the local newspaper—where it will be read by those who buy 


and influence buying. 


NOWADAYS will send your sales soaring because it has a big circu- 
lation in the midwest's 13 most prosperous states plus "cover to cover" 
readership. 


NOWADAYS is the most economical way to reach this vast, rich 
market. When you buy NOWADAYS you get 305 long established papers, 
all in non-metropolitan counties. 


CHECK THESE ADVANTAGES | 


@ Full 4 Color Ads (Your Choice of Color) 
@ Regular Mats Suitable 


@ Split Runs 


NOWADAYS Checks Store 
Distribution and Audits 
Monthly Sales Volume. 


9 Merchandising Magazines 
Give Special Emphasis to 
Your Selling Program Each 
Month. 


These sales volume reports, by rank and 
product, are available only to Nowadays 
advertisers. 


National Advertisers are enthusiastic about 
the NOWADAYS story! 


\ 

: 


305 Newspapers 
824, 000 


A 


Tie-In Ad Mat Service 
That Works 


Our Service works because mats go di- 
rectly to publisher who in turn sells them 
to the local merchant . . . thus increasing 
his lineage. 


For the First Time This Rich Mass Market 
can be Reached by ONE PUBLICATION. 


A medium and its plan for action that advertisers and 


advertising agencies have been waiting for. 


NEWSPAPER MAGAZINE SECTION READ 
BY MIDDLE WEST "MAIN STREET" 


NEW YORK CHICAGO 
Eastern Advertising Director Western Advertising Director 
Frank M. Orchard Frederick Dickinson 
299 Madison Avenue 510 N. Dearborn Street 

MurrayHill 7-0754 Superior 8762 
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ArGosy—The Complete Man’s Magazine—has commissioned 
Crossley, Inc. to survey for the first time by personal inter- 
views, the total male market of America. Purpose—to measure 
the usage of, and preferences for, various types of products 
in the following men’s fields: Sporting Goods—Toiletries— 
Drinking—Smoking—Men’s Wear and Accessories. This sur- 
vey will completely cover a cross section of men from all 
regions of the country, between the ages of 18 and 64, and 
in every income level. 


A MARKET LOCATOR 


The facts obtained from this survey will be of vital impor- 
tance to advertisers in the men’s and allied fields. It will 
assist them in locating their markets with the most potential, 
and show them what men prefer when purchasing items for 
personal and family use; also the part men play in influencing 
someone else’s purchases. 

This Crossley survey is typical of the outstanding job 
ARGosy is doing in the men’s field for both its readers and 
advertisers. 


ARGOSY SATISFIES READERS... 


For example—here’s how the September issue shapes-up 
editorially: an Erle Stanley Gardner feature, a book-length 


survey 


ARGOSY sponsors first nation-wide 


novel by William Fay, a personality piece by Paul Gallico, 
plus ARGOsy’s complete coverage of all the other dominant 
masculine reading interests—TRAVEL, HUNTING and FISHING, 
SPORTS, MEN’S WEAR and ACCESSORIES, EYEWITNESS AD- 
VENTURE, HUMOR, and BUSINESS OPPORTUNITIES. 


BIG ADVERTISING VALUE 


ArRGOsy advertisers, such as Chesterfield, Schenley, Botany, 
Paris belts, Frankfort Distillers, Indian Motocycle, Daly 
Brothers, Arena Knitwear, Wildroot, and Harley-Davidson 
(to name just a few), are receiving a full advertising dollar’s 
worth in this new active market of half a million all-around 
men. They’re not only reaching a new consumer market, but 
they’re also benefiting from ARGosy’s large-scale merchan- 
dising program. This includes the recently announced 
ArGosy ADVANCE—a promotional trade news digest to be 
issued to retailers in the Men’s Wear, Drug, Sporting Goods, 
and Beverage fields. 

Send for an ARGOsy representative today for complete 
details on this fast-growing, fast-moving man-market. Or, 
if you prefer, we'll send you a copy of our new booklet, “A 
Man-Market That’s Moving.” Write: ARGosy, 205 East 
42nd St., New York 17, N. Y—333 North Michigan Ave., 
Chicago 1, Ill—427 West Fifth St., Los Angeles 13, Calif. 
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Color Overrated 
in Ads, ANAN’s 
Madden Insists 


New York—Advertisers are af- 
flicted with color-blindness. 

That is the tenor of a new sales 
letter mailed by the American 
Newspaper Advertising Network, 
in which its executive vice-presi- 
dent, Edward D. Madden, heartily 
disputes the place of color in ad- 
vertising. 

Some advertisers, wrote Mr. 
Madden, recognize the advantages 
of newspaper advertising but 
“pick magazines because of the 


FREE your 


Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan cost. 
Write for 

preofs No. 108. “No obli 
tions. EYE*CATCH 

10 EB. 38 St., NW. Y. C. 16. 


lure of color. But there is serious 
question as to whether, even in 
magazines, color advertising does 
a better job than black-and-white 
advertising . . or is worth the 
considerably larger cost.” 

“One well-known advertising 
authority states that four-color 
magazine ads cost about 44% more 
than black - and - white magazine 
ads for space alone. And adver- 
tising agencies tell us that four- 
color ads cost at least 150% more} 
for art . 
more for production,” Mr. Madden | 
reports. 


Other Studies Told 


He then recalls that an analysis 
of a national magazine, for the 
year ended June 30, 1947, showed 
that black-and-white ads out- 
pulled four-color or two-color ads 
by a substantial margin in the 


| number of “men and women read- | 


.ers per dollar.” Further, a recent 
|issue of a national magazine con- 
tained 26 four-color ads, 14 two- 
color ads and 16 black-and- white | 


. and at least 600% | 


ads over half-page size; yet of the 
seven top-ranking ads in the “men 
readers per dollar” category 
(counting only space costs), five, 
including the first two, were 
black-and-white ads. 
+ He quotes Harold J. Rudolph as 
saying that an analysis of 392 ads 


in magazines shows that black- | 
and-white ads led in the number | 


of “replies per 100,000 circulation” 


for three of five consumer prod-| 


ucts tested. 
The evidence shows that, on a 
'dollar-for-dollar basis, black-and- 


white does a better job than color | 


in magazines, Mr. Madden sums 


| 


/up, and adds that “when one of) 
your chief problems is to get more 
customers at less cost, we urge you | 


to take another look at black-and- 
|white newspaper advertising.” 


Marks Joins Agency 

J. Dudley Marks has joined 
deSauve-Pine & Associates, Provi- 
| dence, R. I., agency, as account ex- 
ecutive. 


CULTIVATE THIS MARKET 


\4 HEN IT COMES 10 SELLING THINGS, you'll have an easier 
row to hoe in SouTHERN PLANTER LaNp. Our rich earth 
provides lush crops which bring in ready cash freely spent for 
A highly diversified agriculture here at the Top 
of the Sourn creates a healthy, steady market in good years 


your wares. 


and bad. 


—two billion dollars a year! 


There's always a crop to sell and money coming in 


More than 300,000 tarm families welcome THE SouTHERN 
PLANTER into their homes each month. It has been the friend 

‘ and helper of farmers for 108 years. Its advice is respected 
and followed. In its pages your sales message will find a large 


and eager audience 


with cash in honed. 


Through THe 


SouTHERN PLANTER you will reach more rural people at a 
lower cost, because more farm families in this area read this 


farm paper than any other. 


Put the farm magazine for Top 


farmers at the Tor of the Sourn at the Tor « of your adver- 
tising schedule. 


‘THE SOUTHERN PLANTER, Richmond 9, Va. 
441 Lexington Ave., New York 17 


333 N. Michigan Ave., 


West Coast Representative: 
Los Angeles, San Francisco, Seattle &% 


SERVING THE TOP FARMERS AT & 


Chicago 1 
SIMPSON-REILLY, LTp. 


America's Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Sowhern Planter than 


any other farm paper. _ 


Aug. 16 was “Sam Dunn Day” at the Railroad Fair in Chicago. 
In connection with the event, a testimonial dinner was given to 
Sam Dunn, chairman of the board of Simmons-Boardman, past 
president of the ABP and present chairman of its advisory com- 
mittee, “in recognition of his lifetime of devotion and outstanding 
contributions to the welfare of the railroads and the railway sup- 
ply industry.” 

There’s news from northern Wisconsin that Charles (Nate) 
Pumpian, media director of Henri, Hurst & McDonald, Chicago 
agency, and Helen Hadley Kurz, secretary-treasurer of Container 
Laboratories, were married two weeks ago... 

Sarah Cowles, whose father John Cowles is president of the 
Minneapolis Star and Tribune, chairman of the board of Look and 
the Des Moines Register and Tribune, was married this month to 
John Bullitt. . . Clark Dozer, commercial manager of WMRN, 
Marion, O., will be married in September to Betty Steinman, ex- 
WMRN staffer. . . 


GIFT FROM ENGLAND—Charles C. Green (left) managing director, and 

Andrew J. Haire, president of the Advertising Club of New York, hold a model 

of a mantelpiece which is to be a gift from the Thirty Club of London to the 

New York club. The mantelpiece, which will be made of timbers from the 

bombed-out Guildhall and House of Commons, will be placed in a first-floor 
lounge of the club, to be named the Thirty Club Room. 


Newest grandfather at NBC Chicago headquarters is A. W. “Sen” 
Kaney, mgr. of the central div. station relations dept. A _ son, 
Dwight Alexander, was born to Mr. K’s daughter, Mrs. Jos. A. 
Koop, on July 25. . . Wilfred Sykes, pres. of Inland Steel Co., Chi- 
cago, will be recipient of the annual Award of Merit, given by 
the Chicago Technical Societies Council. Ceremonies will be held 
at a dinner meeting Oct. 26, new being planned by a committee 
in charge of Raymond J. O’Keefe Jr., v.p. of Kropp Forge Co... 

Bob McGregor of the advertising staff of Phoenix Mutual Life 
Insurance Co., Hartford, was married to Mary Jane Landis July 
17, in Covington, Va. . . And Gordon Grannis of the ad, promo- 
tion and publicity staff of KGO, San Francisco, was married July 
31 to Margerie Hennemuth in Carmel, Cal. . . Joan Engelhardt is 


MOVING DAY—Russ Bandy (center), of the Merchants Trade Journal, helped 

Alfred J. Silberstein move to a new office 30 years ago and a couple of weeks 

ago repeated the favor when the agency, now known as Alfred J. Silberstein-Bert 

Goldsmith, Inc., expanded into new offices in New York. Left to right are Bert 
Goldsmith Jr., Mr. Bandy and Mr. Silberstein. 


beginning to feel at home now, having been around for almost 
two months. Her father is Al Engelhardt of the Chicago office of 
the Branham Co., and her grandpa is A. J. Engelhardt, radio di- 
rector of Ewell & Thurber... 

A few months ago New York’s swank River House, which houses 
some of America’s famous, was going to be chopped up into smaller 
apartments and the tenants were going to be dispossessed. But, 
proving that money can do almost anything, the tenants, including 
NBC President Niles Trammell, got together and bought the apart- 
ment house, lock, stock and barrel, ending their housing worries. . . 

Another August wedding was that of James Caddigan, director 
of programming of the DuMont television network, to Aneita 
Frances Cleary, who recently resigned as manager of promotion 
production of NBC. . . More wedding news is from Francis Martin 
of WLCR, Torrington, Conn., who will marry Katherine Martin on 
Sept. 3... 

CBS trade news editor Harry Feeny played a rather strenuous 
game of ball with his young son recently and wound up at the 
doctor’s, where he had three stitches put in his head. . . 
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‘Argosy’ Guarantee Up 


Popular Publications’ Argosy, 


New York, will announce a 750,- | Window Display to 


its 
one 
be 


000 guarantee efféctive with 
February issue. Page rate, 
time black and white, will 


about $1,750. The new guarantee | 


means that Argosy has tripled its 
circulation guarantee in less than 
two years. 


To Strauchen & McKim 


Strauchen 
ing, Cincinnati, has been ap- 
pointed to handle the advertising 
and public relations of the Cin- 


cinnati Raceways, Inc., a new 
midget auto track. 


remember 


& McKim Advertis- | 


| sales 
| pedestrian basis. 


NADI-NYU Test of 


Start Next Month 


New Yorx—tThe National Asso- 
ciation of Display Industries and 
the New York University school 
of retailing are ready to go ahead 
with a display research program. 
In June NADI’s board of direc- 
tors approved a $5,000 grant for it. 

The objective is to help display | 
makers to improve service to re- 
tailers by finding a realistic for- 
mula to measure window display 
circulation and to relate this to 
potential, on a cost per 


From this the group hopes to 
develop a retail display control 


| which will be accepted as authen- 


Business 


FLOWERS 


| 


| tic, as circulation and radio audi- 


ence ratings now are. 

NADI also wants to measure | 
the relative sales effectiveness of | 
merchandise displays in windows | 
and store interiors, recognizing | 
the three types: (1) merchandise 
only, as units or duplicates; (2) | 


merchandise on fixtures or ap-| 


proximating appearance when in| culation guarantee to 750,000, an 


use by consumer; (3) merchan- | 
dise shown in use, with atmos-| 


hitago 


defender 


WN EXCESS OF 200.0000 
ABC MEMBERSHIP 


| town, N. J., has appointed Batten, 


pheric or symbolic eye-catching. 


| devices. 


Where the pilot studies will be) 
made is not yet set, but it will be 
outside New York. Window dis- 


_play tests start in September, and | 


in October the store interior tests | 
will be run. During November | 
the data are to be classified, ana- | 
lyzed and totaled, and the results | 
reported at the association’s De-| 
cember meeting here. 

The NADI is a group of display | 
manufacturers primarily con- 
cerned with retail displays, par- 
ticularly department stores. Al- 
bert Bliss, Bliss Display Corp., is 
chairman of the research commit- | 


|tee. Other members are Ralph 


Adler, J. B. Williams, Inc.; Hugh | 
Horner, Naegele-Horner, Inc.; | 
George Silvestri, Silvestri Art) 
Mfg. Co.; W. L. Stensgaard, W. L. | 
Stensgaard & Associates. Howard | 
M. Cowee, associate professor of | 
retailing at NYU, will direct the 
project. 


‘Sports Afield’ 
Circulation Hits Peak 


Sports Afield has raised its cir- 


alltime high in the sportsmen’s 
publication field. The new black- 
and-white page rate is $2,550. 


Personal Names BBDO 


Personal Products Corp., Mill- 


Barton, Durstine & Osborn, New | 
York, to handle radio and special 
advertising for Yes tissues. N. W. 
Ayer & Son, Philadelphia, con-| 
tinues to handle magazine adver- | 


tising for this product. 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 


| 
| 


Walter Johnson, Assistant Gen. Mgr.—Sis. Mgr. 


WTIC's 50,000 watts represented nationally by Weed & Co. 


Advertising Age, August 23, 1948 
July % Gain ————7 Months % Gair 
1948 1947 or Loss 1948 1947 or Los 
Food Chains 
Jewel ; $ 11,122,461 $ 9,334,307 +19.2 $ 79,504,454 $ 65,605,398 +2). 
Kroger Co. 61! 439,873 57,359,051 +7. 436 209,998 401,366,837 +9 
National Tea 20,050,579 15,540,126 +29.0 143,947,102 107,978,036 +33. 
Safeway 90,947,401 79,244,484 +148 643,391 759 543,257,169 
Group Total $183,560,314 $161,477,968 +13.7 $1,303,053,313 $1,118,207,440 +165 
Mail Order 
tSears, Roebuck $186,792,996 $147,626,856 +26.5 $1,122,085,543 $ 909,651,326 +23.4 
8,524,354 6,379,836 +33.6 68,238,556 63,678,465 +7.7 
tMontgomery Ward 97,832,706 84,330,297 +16.0 605 866 092 546,667,817 
q Total $293,150,056 $238,336,989 +23.0 $1,796,190,191 $1,519,997,608 +18.2 
rug Chains 
tCrown 1,170,866 $ 1,178,992 —O.7 $ 12,257,285 $ 12,423,341 
Walgreen 14,189,733 12,543,114 +-13.! 91 894,033 85,884.807 +7.0 
Group Total ; $ 15,360,599 $ 13,722,106 +11.9 $ 117,873,424 $ 98,308.148 +19.9 
Variety and Miscellaneous 
Beck, A. S. Shoe Corp..$ 2,953,862 $ 2,694,199 +9.6 $ 24,117,776 $ 24,195,715 —0.3 
Bond Stores 4,281,613 4,053,376 +54 42,698 255 43,001.49 —0.7 
Butler Bros. 13,605 587 10,357,845 85,935,940 73,380,872 +-17.| 
Consolidated Retail Stores 2,047,905 1.744.419 +17.4 18,255,563 16,558,221 +10.3 
*Diana Stores Corp. 1,182,312 919,743 +285 15,318,781 12,657,963 +21.0 
Edison Bros. 5,671,159 5,146,227 +-10.2 42,572,807 38,695,670 +-10.0 
Gamble-Skogmo 13,613,064 11,571,898 +17.6 84,951,092 78,741,285 +7.9 
Grant, W. |. 16,541,918 +9.9 115,241,412 110,677,441 +4.! 
tGreen, H. L. oki 7,987,979 7,011,620 +13.9 44,268 558 41,066,293 +7.8 
tinterstate Dept. Stores.. 5,086,325 4,306,555 +18.! 30,898,012 28,179,635 +94 
21,422,918 19,147,140 +11.9 144,816 646 134,430,433 +7.7 
Kress, S. H. 12,927,770 10,720,898 +20.6 82,679,609 81,157,160 +1.9 
Lane Bryant, Inc. . 3,437,06! 3,221,510 +6.7 30,642,149 29,204,125 +4.9 
tlerner 10,792,204 8.664.975 +245 60, 168,377 50,436,089 +-19.3 
7,383,903 6,425,601 +14.9 49 286 431 45,233,368 +-9.0 
McLellan Stores ......... 4,216,899 3,686,083 +-14.! 24,102,480 21,132,968 +-14.! 
Melville Shoe Corp. 6,051,276 5,428,693 +11.5 41,840,105 39,161,469 +46.8 
tMercantile Stores, Inc... 8,321,300 7,288,000 +14.2 54,391,900 60,113,700 +8.5 
Murphy, G 10,779,895 8,530,533 +26.4 68, 343,02! 58,840,394 +16.) 
Neisner Bros. 4,247,304 3,554,209 +19.5 27 873, |87 24,486,918 +-13.8 
Newberry, J. J. 10,705,290 8,158,427 +31.2 65,152,975 57,845,359 +124 
G. 65,942,385 53,516,921 +-23.2 428,713,196 375,578,376 +-14.) 
1Sterchi Bros. Stores. | 072,239 880,244 +21.8 6,322,111 5,781,330 +9.3 
Western Auto 12,409,000 11,293,000 +9.9 67,707,000 64,120,000 +54 
Woolworth, F. W. 47,089,414 42,410,385 +11.0 317,681! 662 293,500,651 +8.2 
$299,770,582 $255,783,042 +-17.2 $1,973,979.045 $1,808,176,926 +-9.2 
Combined Total .........$791,841,55! $669,320,105 +18.3 $5,191,095,973 $4,544,690.122 +14.2 


tSix month period.  $Ten month period. *Twelve month period. 1Five month period. 


Gets Bakery Account; Newspaper Promotion 
Groups to Meet 


Adds Brookman to Staff 
| The National Newspaper Pro- 


Casler, Hempstead & Hanford, | 
Chicago, has been named _ motion Association has announced 
handle the advertising for the/| plans for several regional confer- 
Helen Gates bread line of Vienna/ences. One group will meet in 
Model Bakery, Chicago. Adver- | Memphis, Oct. 10-12. The eastern 
tising will be concentrated in Chi-| régional conference will be held 
cago metropolitan and community at the Copley-Plaza, Boston, Oct. 
papers. | 21-23 and the central regional 

Robert L. Brookman, formerly | conference will be at the Pantlind 
with Procter & Gamble, has joined | in Grand Rapids, Mich., Nov. 8-10. 
the agency to specialize in pack- | 


age goods and merchandising. -'WMBD Adds Facilities 


Station WMBD, Peoria, IIl., has 
Lourie Joins Storm announced the completion of a 
Robert S. Lourie, formerly ad- 423-foot FM tower and new trans- 


vertising and sales promotion mitter building, located one mile 
manager of Logansport Distilling | South of Groveland, Ill., which 
Co. and Julius Wile Sons & Co.,|8ives the station 20,000 watts 

WMBD also has _ been 


has joined the executive staff of Power. 


the Charles M. Storm Co., New| 8ranted a television construction 
York. /permit by the FCC. The new 


video station will operate with 
71.2 kw visual power and 816 kw 
Names Keck-Franke | oral on channel number six. 
Milwaukee Preserve & Flavor) 

Co., Milwaukee, has appointed : 
Keck-Franke Advertising Agency, | Joins Wilson, Haight 
Oconomowoc, Wis., to direct its| Channing Barlow, former ac- 
advertising. Trade  publications/ count executive at Albert Frank- 
and radio will be used to promote} Guenther Law, New York, has 
the company’s Aus-La jam, jellies| joined Wilson, Haight & Welch, 
and preserves. | New York, in the same capacity. 


Automotive Trade Magazine Readership 


Study discloses the following reading interests 


tt 
The A. S. Benne nd Dealer Service Managers. 


among Independent Shop Operators a 


92% 
81% 
11% 


1. Articles on How to Make Repairs 
2. News of the Automotive Industry. 
3. News of New Car Models 


4. Articles on How to Bring More Business into the Shop 74% 


Among the individual magazines ranks Ist* 


in Reader Preference in each of these editorial classifications. 
ndependent Shops and 


it completely ignored 
in Dealers’ front offices. 


in | 

This study was made solely in 
Deolers’ Service Departments; 
MoToR’s well known acceptance 


hould be 
*The first choice of the Readers s 
the Ist choice of Advertisers! 


the automotive business magazine 
572 MADISON AVENUE, NEW YORK 22 FOUNDED IN 1903 
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because it does the job advertisers 
want done... pushes out merchandise at 


a cost that pushes up profits... 

The New York Times in the first 7 months 
of this year published more advertising 
than any New York newspaper has 


ever published in a like period. 


And this is the 30th consecutive year 
in which The New York Times has been 


the first salesman in the world’s first market. 


If you're looking for 


new business or more business 


now is the time 


to get in touch with us. 


The New York Times. | 


| 
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six months ago by the Canadian | 
edition of the Reader’s Digest, 
was to have been conducted by 
a group formed by the Digest, 
the Canadian edition of Time, and 


ARF to Conduct 
Canada Magazine 


Audience Program 


New YorK—As, if and when a 
Canadian Study of Magazine 
Audiences gets under way, the 
specifications, direction and ap- 
pointment of the research organi- 
zation to make the study would 
be handled by the Joint Commit- 
tee for Advertising Research, re- 


several other magazines, includ- 
ing some members of the Cana- 
dian MacLean-Hunter group. 
Advertising buyers, 
were reported as being even more 
“interested” in the proposed study 
than publishers. The publishers 
met with members of the Cana- 
| dian Association of Advertising 


however, 


cently formed Canadian affiliate| Agencies who, it was said, in- 
of Advertising Research Founda- sisted that the study be made 


One day, one bright New Eng- 
land morning about two years 
'ago, 100 smiling Western Union 
messenger boys walked into the 
offices of 100 leading New Eng- 
land industrial- 


tion, New York, AA has been 
told. 


Such a study, initiated about 


We hate to brag but 
have you seen 
our halftones lately? 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


ists and plopped 
down a carrier 
pigeon on 100 
desks. 

With each 
packaged pigeon 
was a question- 


naire on the state | 


|}under ARF auspices. 
| Then the advertisers also in- 
|sisted that the study be “tripar- 
| tite.’ The advertisers and agen- 
'cies may make a token payment 
|toward the job but the bulk of 
the costs would be paid by the 
publishers. 
| Some advertising buyers, it is 
‘pointed out, regard much Cana-| 
‘dian media research as “unac-| 
| ceptable.” But the publishers and | ,) 
‘researchers are reported as be-| “Would you be — 
‘ing not wholly pleased that buyer | interested in hearing about our 
‘control of media research (AA,| Plans for advertising for your 
Aug. 16) may soon be extended | *rm?” The industrialists had only 
north of the border. to fill in the answers, attach them 
|; to the leg band of the carrier 
| pigeons and release the birds. 
| Within an hour, 98 of them came 
Tops with Viewers home, and Chambers & Wiswell, 
| Dramatic television shows were | Boston advertising agency, had a 
‘the most popular program type | Valuable survey from 98 top New 
‘with New Yorkers during July,| England industrialists and had 
Pulse reports. Next in line were) leads on almost that many ac- 
‘sports news, food and cookery, | counts. 
visual sports and comedy-variety. “Only two pigeons brought back 
The Democratic convention,| wnfayorable_ replies,” Paul A. 


'which took more time than any . 
: Newsome, deviser of the scheme, 
other (ype, wes explained, “and those two birds 


|\from the bottom, with an average . 
were sick!” 


lrating of 5.2. 

Newsome had been called in by 
|Chambers & Wiswell to discuss 
the best method of soliciting 100 
leading New Englanders for their 
advertising. Chambers & Wiswell 
are convinced today more than 
lever that nobody else could have 


of New England’s 
business affairs, 
closing with the 
final question, 


‘Drama Telecasts 


To Sherman & Marquette 


Harry Barger, formerly with 
| Ralston Purina Co., St. Louis, has 
|joined the Chicago copy staff of 
| Sherman & Marquette. 


‘done it as well. 


| Calling in Newsome & Co., pub- 
lic relations firm, is becoming a 
common practice with a growing 


$137,644,000. number of Boston advertising 
‘agencies. Today Newsome & Co. 
$129,144,000. is the largest and leading public 


relations firm in greater Boston. 
Newsome shies from politics, han- 
dles no entertainment accounts, 
likes marketing and science. 

Paul A. Newsome is 42, a grad- 
uate of Harvard, with 12 years of 
newspaper writing and editing 
under his belt. He is a director 


Boston University School of Pub- 


P. A. Newsome Jr. | 


You to Know . 


Paul A. Newsome Jr. 


preliminary study of the client’s 
problems and submits the findings 
to a plans board. From this 
meeting comes the basic public 
relations program with specific 
ideas for carrying it into effect. 
An omnibus story is then written 
containing all the material that 
is to be put before the public, and 
a detailed outline of the plan. 
This is submitted to the client for 
clearance. An account executive is 
then appointed. The progress of 
the program is watched and an- 
alyzed; regular reports made; and 
surveys and other checks on public 
{opinion used when necessary. 

| The agency can act quickly. On 
'a late October afternoon last year 
|one of the city’s top advertising 
agencies representing Boston’s 
huge fishing industry interrupted 
‘a conference to send for Paul 
‘Newsome. He was asked to pro- 
_duce overnight a promotional idea 
that would enable the client to 
\take advantage of the govern- 
|ment’s grain-saving program, 
‘since fish is the only main dish 
that does not require grain in its 
production. 

The next morning the agency 
submitted a plan and was imme- 
pweng given a go-ahead signal. 
Three days later, American Air- 
lines planes loaded with fish left 
Boston’s Logan International Air- 
port and fanned out to the prin- 
|cipal cities of the Middle West, 
|}each accompanied by an outstand- 
ing Boston hotel chef. At their 
|respective destinations the chefs 
/prepared a fish luncheon, accord- 
‘ing to their pet recipes, for such 
|organizations as Rotary clubs, ad- 
'vertising clubs, etc., and in turn 
|at appropriate ceremonies were 
/presented with bags of grain 
|equivalent to the amount of grain 
'saved by serving fish instead of 
| meat. 

The publicity and sales results 
were spectacular. Deciding that 


'the greatest potential market lay | 


inland, and that people would eat 
more fish if they knew how to 
cook it tastefully, Newsome’s pro- 
|motion proved the point in dra- 
matic fashion. 


of the Advertising Club of Boston, gre him- | ° 
a member of the advisory board of | 544 On his stunts. e giories in . 
4 ‘the dull, statistical kind of job| (Tops in the field) 


lic Relations, a director of the | that makes a solid impression over 
Building Centre, Inc., and chair- | 4 long pull. And nobody is more | 
public relations division in the|™ust do a double job—#it must 


Advertising Age, August 23, 1948 


New Lan-O-Sheen 
Drive Launched 
in Two States 


St. Paut — Lan-O-Sheen, Inc., 
last week broke the largest fall 
advertising and promotion cam- 
paign in its history, with 52 1,000- 
line insertions in 16 midwest cities 
and selective (spot) radio in 
about as many cities. The cam- 
paign is a fall housecleaning sale 
on Lan-O-Sheen household 
cleaner. 

The six-week campaign will be 
carried through Sept. 30 in Min- 
nesota and Wisconsin, though the 
firm has distribution of product 
in an eight-staic area comprising 
in addition North and South 
Dakota, Iowa, Montana, Missouri 
and Oklahoma. Extension of the 
market into Illinois, Ohio and 
Michigan is scheduled for 1949, 
company spokesmen told ADVER- 
TISING AGE. 


Savings Stressed 


Prices for the promotion sale 
will be reduced on all sizes, with 
the 50-cent size selling for 39 
cents, $1 size for 79 cents and $1.75 
package for $1.39. Copy spotlights 
the price-saving features, itemiz- 
ing savings on various cleaning 
operations in the average house- 
hold. 

Newspaper and radio advertis- 
ing has been scheduled in August 
and September in the Twin Cities, 
Duluth, St. Cloud, Mankato, Wi- 
nona and Rochester, Minn., and 
Milwaukee, Superior, Eau Claire, 
LaCrosse, Madison, Green Bay, 
Appleton, Oshkosh, and Fond du 
Lac, Wis. 

A direct mail piece has gone out 
to 20,000 retail and wholesale out- 
lets in addition to point-of-pur- 
chase displays and other merchan- 
dising tie-ins. 

Melamed-Hobbs, Minneapolis, is 
the agency. 


4 


Frozen food sales have 
now reached 5 pounds 
per capita. 


| 
| 


82 Wall Street, New York 5, N.Y. 


university city of Cambridge 
where he makes his home. He is 
married and the father of two 
daughters. During the war years 
|he directed the information pro- 


1948 Buying Power 
of Lawrence, Mass. 
workers will reach 


*137,644,000.00 * 


®% Sales Management Survey Figure plus recent pay raises 


The effective buying income of Lawrence workers was 
$99,067,000.00 in 1946. 
cent. to $129,144,000.00.% This year an increase of 
$8,500,000.00 in wages for some 30,000 woolen and 
worsted workers will swell the total EBI to at least 
$137,644,000.00. 


® Sales Management Buying Power Survey 


the EAGL 


LAWRENCE, MASSA 


(CAPITAL OF WORSTED TEXTILE INDUS 
WARD - GRIFFITH COM NATIONAL REP 


grams of the Massachusetts Com- 


Office of Price Administration. 
He launched his firm shortly 
before the end of the war. Short, 
slight, soft spoken and _ bespec- 
tacled, he doesn’t 
enough to be a calculus lecturer at 
his beloved Harvard University. 


and what they are like. Some- 
times, his friends say, he seems 
not only to have gone out of his 
way to find out about people, but 
to have gone out of his mind. 

“That’s exactly it,’ he will ex- 
plain, “you have to get out of 
your own mind and into the other 
fellow’s.” 

Once he had himself handcuffed 
|to a cop, dragged to a police box 
on a crowded street, and heaved 
into the patrol wagon, just to get 
the other fellow’s point of view, 
to hear what the people say, what 


In 1947 it rose 30 per 


B U N E your friends say, and what it 
sounds like. 

HUSETTS In tackling an account Newsome 

Y IN AMERICA) & Co. has a “customary ap- 


ESENTATIVES | proach.” The company makes a 


mittee on Public Safety and the | 


look dynamic | 


But he knows what people like! 


first sell public relations. 


DISPLAYS 
EXHIBITS 


for FREE CATAL 


describing Black Lights, fluorescent lacquers, crayons, inks, 


water colors and fabrics. Simple 


to use. Write today. 


| 
@ 
— EN FOODS 
$99,067,000. 
1948 
€stimoted) 
| 
BLACK LIGHTAPRODUCTS 
FOR 
| | [A N 
2 
R 
| BLACK LIGHT PRODUCTS 
67 East ‘Lake Street Chicago 1, Ill 
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Plasti-Cole to Carter 


Plasti-Cole, Inc., Cleveland, 
manufacturer of plastic paints, 
has named Garry J. Carter of Can- 
ada, Toronto, to direct its Cana- 
dian advertising. 


SSC&B Moves 


Sullivan, Stauffer, Colwell & 


Bayles, New York, formerly lo-| 
cated at 270 Park Ave., has moved | 


to 437 5th Ave. The new tele- 
phone number is Oregon 9-2500. 


8% of Families 
Save No Money, 


A STUDY 
OFA 
GREAT 
MARKET 


‘Now Available 


@ A new 4color, 28-page book just 
released by the Courier-Express tells 
the story of a great market... one 
which has a larger population than 
any of 16 states, greater retail sales 
than any one of 17 states. Contains 
current and comparative pre-war 
data on: Population .. . Retail Sales 
.. Wholesale Sales ... Retail Out- 
lets... Farms... Housing... Business 
Activity ... Income ... Employment 
...Payrolls... Bank Deposits... Bank 
Debits. 
Write for your copy. 

REACH BUFFALO'S BUYING POWER 


Morning and Sunday Newspaper 


Representatives: 
OSBORN, SCOLARO, MEEKER & CO. 


New Study Shows 


Reserve Board 
Reports Tell How 
Dissaving Occurs 


WASHINGTON — Federal Reserve 


Board experts, making a “micro-| 


scopic” examination of U. S. 
spending and saving habits, con- 
cluded last wek that consumer 


| able goods, irrespective of income 
| size. 

| A breakdown, for publication in 
the August issue of “Federal Re- 
serve Bulletin,” shows that the 
top 10% incomewise—those with 
incomes exceeding $5,000 after 
taxes—controlled 32% of dispos- 
able income in 1947, made a third 
of the consumer durable goods ex- 
penditures. 

| The next 50%, with 
| ranging from $2,000 to $5,000, con- 


bought 58% of selected durables. 
The bottom 40%, with incomes 
under $2,000, accounted for only 
16% of disposable income and 
12% of durable purchases. 


4th in Survey Series 


The fourth in a series based on 
the annual Survey of Consumer 
Finances conducted for the board 
by the Survey Research Center of 
the University of Michigan, the 
article estimates that about two- 
fifths of the nearly 48,400,000 
“spending units” used 80 to 99% 
of their money for “other con- 


DAILY 


153,887 


DELIVER YOUR ADVERTISIN 


TOTAL NET PAID CIRCULATION 


AB.C Publisher's Statement, March 31, 1948 


Tribune 


HROUGH THE 
OAKLAND 
TRIBUNE 


ADVERTISERS — 


You want your mes- 
sage to “hit home,” 
and you are certain of 
doing just that through 
the Oakland Tribune. 


3 out of every 4 
Tribunes are delivered 
to the homes, the most 
effective and the most 
productive circulation 
for advertisers. 


SUNDAY 


167,253 


CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magazine Secti 


| food, 


units spend a fairly constant pro-| 
portion of their incomes for dur-| 


expenditures,” including 
housing, clothing, taxes 
other than federal income taxes, 
| medical care, recreation, educa- 
tion, and durables and non-dur- 
lables such as floor coverings, 
_jewelry and fur coats which had 


| Sumer 


the fact that seven out of 10 in 
this bracket saved. 

Compared to 1946, there were 
fewer savers and more dissavers 
among almost all occupational 
groups—professional, managerial, 
self-employed, skilled and semi- 


| not been included in the list of! skilled workers. 


| selected durables which had been | 


| separately investigated. 

| The experts, Duncan McC. 
| Holthausen and Irving Schweiger 
of the board’s division of research 
| and statistics, also estimated that 
|about a third of all units re- 
quired less than 80% of income 
for these “other consumer ex- 
penditures,” and that a fourth 


On the other hand, veterans of 
| World War II, still heavy buyers 
_of durables, have begun to show 
|expenditure and savings patterns 
|more similar to those of non-vet- 
|}erans in their own age groups. 
This latest article contains com- 
| putations demonstrating for the 
first time the wealth “equalizing” 
impact of wartime income tax 


needed all their current income’ rates. 


and perhaps some of their sav-| 
ings to cover these items. 

This latest investigation of con- 
|;sumer savings and expenditures 
| explodes the assumption, common 


On the basis of Federal Reserve 
computations, the number of 
spending units with incomes of 
over $7,500 before taxes was re- 
duced after taxes from approxi- 


| when the 1948 study was first re-| mately 5% of the total 48,400,000 


leased three months ago, 
rising living costs are the pri- 


| than they earned last year. 
Explains Dissaving 


r Probing carefully into the types 
| of persons who “dissaved” in 1947, | 


ee! ond the reasons why they dis-| 


trolled 52% of disposable income, | 


|.Where 30 out of every 100 in the 
dveér-$3,000 brackets had dissaved 


saved, the experts discovered that! 
| about three-fifths of the dissavers | 
were persons who had -bought) 
automobiles and other durables, | 


another third were victims of| 
emergencies and illnesses, and 


| 


| other third were retired or the 
victims of unemployment or busi- 
ness losses. 

“Available information about 


indicate that the dissaving pat- 


a year of high durable goods pro- 
duction,” the article states. 

The volume and percentage of 
saving declined during the year, | 
with changes particularly notice-| 
able for income groups over $3,000. | 


in 1946, 25 out of every 100 in 
these brackets were among the 


tern in 1947 was not unusual for | 


that | units to 3%. The percentage with 


incomes over $4,000 was reduced 


mary reason why better than 25%/!from a fourth—more than 11,- 
all U. S. families spent more | 500,000 before taxes—to a fifth 


after taxes. 

The experts believe a sixth of 
all units with incomes of less than 
$1,000 had tax~liabilities, against 
nine-tenths of those with incomes 
of $3,000. They reported two- 
thirds—34,000,000 units—with tax 
liabilities exceeding $200 and one- 
fourth with liabilities exceeding 
$500. 

The “top 10%” share of income 
was cut from 33% to 31% by taxes, 


|while the bottom 50% share of 


disposable income was slightly 


higher after taxes. 


dissaving in prewar periods woe Plans Pencil Campaign 
| 


Venus Pencil Co., Toronto, has 
plans to launch a campaign using 
national magazines, business pa- 
pers and high school and univer- 
sity publications in Canada. Walsh 
Advertising Co., Toronto, is the 
agency. 


‘Times’ Promotes Haigh 
William H. Haigh Jr. has been 
appointed assistant national ad- 


dissavers in 1947. 

“Dissavers were not necessarily | 
people in adverse financial cir- 
cumstances,” the article explains, 
“because to dissave one must have 
accumulated savings to draw upon 
or have an income or collateral | 
or both sufficient to qualify as an 
acceptable credit risk.” 

In Federal Reserve terminology, 
dissavers are those whose expen- 
ditures exceed income for the) 
year. In a great majority of cases | 
where spending units dissaved, it | 
was a case of “withdrawals from” | 
saving exceeding “additions to” | 


| savings. 


studies, Federal Reserve experts | 
believe a fifth to a fourth of all | 
consumer units have regular sav- | 
ings programs. Among the “nega- | 
tive savers” in 1947, 75% had/| 
some additions to savings in pre-| 
viously committed contractual 


forms — life insurance premiums, | 
| payments on home mortgages and 


retirement funds. 
Experts say the 4,000,000 “units” | 


|—about 8% of all—which neither | 
/saved nor dissaved, are the ones | 


to worry about. Largely made up | 
of those with incomes’ under| 
$1,000, they had incomes too low | 
to qualify as good credit risks,’ 


/and most had no savings to draw | 


on. 
Though roughly 31,000,000 units | 
saved in 1947, the 4,840,000 mak-_| 
ing up the 10% with incomes over | 
$5,000 accounted for almost four- 
fifths of the gain. Even within 
this top group, a fifth are “dis-| 
savers,” but as a whole, the wings 


$5,000 bracket retained as savings 
better than 20% of income. 


The 40% with incomes under) 
$2,000 dissaved an aggregate of) 


10% of their total income, despite | 


- 4,000,000 Don’t Save | 


On the basis of three annual | 


vertisinge manager of the Seattle 
Times. He has been with the 
paper for the past two years. 


6 Sponsor Auction Quiz 
Five manufacturers and a gro- 
cery chain are sponsoring an un- 
usual radio giveaway show called 
“Auction Quiz” over Station 
KBTR-FM in the Twin Cities. 
During the first half of the two- 
part program, prizes are auctioned 
off below: retail value, with the 
highest bidder taking the prize. 
During the second half, the con- 
testant may win back the auction 
fee by answering questions cor- 
rectly or completing various stunts 


successfully. Sponsors of the 
broadcast are: Tucker Motor Car 
Corp., General Mills, Graybar 


Electric Co., Firestone Tire & Rub- 
ber Co., North Star Blanket Co. 
and Food Guild Stores (Jordan 
Stevens Wholesalers). 


Gets 18 Sponsors 


KSTP-TV (NBC) has a total of 
11 national and seven local spon- 
sors signed for its 33 hours of 
video programming weekly after 
an initial three months of opera- 
tions exclusively in the Twin 
Cities area, where it is reported 
there are 4,000 sets in operation 
in homes, bars and amusement 
spots. 


Griswold to ‘Campus’ 

Bill Griswold has been ap- 
pointed radio and television editor 
of Campus Magazine, Los An- 
geles. 


Dodson Names Riordan 
John H. Riordan Co., Los An- 
geles, has been named to handle 
the advertising of Dodson Ltd., 
distributor of Vogue tires. 


SHORT RUN 


DISPLAY PRINTING 


by OILTONE silk screen 


4-COLOR PROCESS 
@< HALFTONE 
LINE 
Sizes: Up to 32 x 44 


OIL COLOR LIT 


910 W. LAKE CHI 


edges or get your sales pot 
boiling in North Alabama, 
WSGN is the helpmeet 
for you. Take advantage 

of WSGN's audience- 

| building programs and 
years of experience in pro- 
motion, publicity and service. 


If you need to stitch up ragged sales 


.-.and she can cook 


THE NEWS-AGE-HERALD STATIONS 
Birmingham 2, Alabama 


Headley Reed National Reps. 
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more listeners 
than any other 
Boston 


WHDH is the Favorite Station of More Boston Listeners 
than Network Station A!* 


WHDH is the Favorite Station of More Boston Listeners 
than Network Station B!* 


WHDH is the Favorite Station of More Boston Listeners 
than Network Station C, Network Station D, and all other 


stations combined!* 


If you are placing your advertising dollars in Boston and New England, ‘the 
favorite’’ is available at the lowest cost per thousand (Compare rates in 
SRDS). 


*Special survey made by The Pulse, Inc. 
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Represented nationally by John Blair & Company 
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BSF&D Satisfied 
with Newcomers 


Hired by Contract 


(Continued from Page 1) 


departmentalized agency. 

The beginners’ spend fixed 
periods in layout, copywriting, 
public relations, art, and even the 
bookkeeping and billing depart- 
ments. They enter each new sec- 
tion as observers, are encouraged 
to ask questions until they are 
familiar with the objectives, tech- 
niques and accomplishments of 
each unit, and then get into the 
work themselves. 


Attend Clinics 


While in training, the newcomer 
is expected to attend the periodic 
“clinics” of top agency manage- 
ment, and actually to take part 
in the frank and detailed discus- 
sions of various accounts, learn- 
ing what BSF&D is doing for the 
client and how such activity com- 
pares with those of other agencies 
handling similar lines. Some im- 
portant decisions have stemmed 
from suggestions offered by train- 
ees during these sessions. 

At the end of his training 
period, each person is given a 
talent or aptitude test, following 
which he is placed in the par- 
ticular department for which he 
is best suited and enjoys most. 

During the interneship, the en- 
tire agency is open. Top men wel- 
come the internes in their offices 
for frequent, informal chats. Every 
question is given careful consid- 
eration, and where answers are 
possible, they are given. 


No Grades Are Kept 


No grades are kept on trainees. 
Department heads, however, make 
periodic progress reports on each 
individual. “We find that our pro- 
gram is paying huge dividends,” 
Mr. Ayers asserts. “Of the 16 
trainees we have taken in so far, 
we would take in all but one if 
we had it to do over again.” 

The internes are expected to 
read all advertising trade publica- 
tions, to study in the agency’s li- 
brary, and to study and be pre- 
pared to discuss advertisements 
prepared by other agencies. 

To prevent the escape of this 
valuable talent, once the training 


at 


period is completed, trainees are 
offered long-term contracts, long 
before their original agreements 
expire. The contracts call for 
periodic salary increases, contain 
renewal clauses, and are written 
for periods of from five years to 
life (with optional clauses, of 
course, in the latter case). 
“We've found,” says Mr. Ayers, 
“that after a five-year period with 
the agency, the employes and the 
agency both feel that neither can 
afford to drop the contract.” The 


agency has invested considerabie 


time, money and effort in training 
the interne. At the same time, the 
trainee realizes that he has his 
“foot in the door” of the adver- 
tising field and can ill-afford to 
back out and begin anew. 

For many years, Mr. Ayers has 
sparked a campaign to deglamor- 
ize the advertising business. He 
feels that colleges and universi- 
ties are doing young men and 
young women a disservice by 
making advertising attractive. 

“The colleges attract literally 
thousands into these courses only 
to turn them out disillusioned be- 
cause agencies can absorb only a 
fraction of those graduated,” he 
asserts. 

In spite of the phenomenal 
growth of the field, Mr. Ayers 
contends that it is so highly or- 
ganized and specialized that only 
65,000 persons are employed in all 
phases, from the largest agency 
to the smallest newspaper. The 
nation’s 3,500 advertising agencies 
employ only 25,000 persons in all 
capacities, including receptionists, 
messengers and switchboard oper- 
ators. 

Agencies will benefit from the 
tremendous number of advertis- 
ing graduates, Mr. Ayers agrees. 
“With so many to choose from, the 
agencies naturally will become 
more selective, and this will build 
the caliber of our personnel, but,” 
and he pauses for emphasis, ‘‘our 
gain will be made at a terrific 
price to the youth of our nation.” 


Teams Work on Accounts 


The BSF&D training program 
is one concrete example of how 
Mr. Ayers would put the adver- 
tising business back into perspec- 
tive. “Why not tell the young 
people the truth, and explain to 
them that while we have a lot of 
fun in advertising, it is made up 
mostly of hard work and long 
hours,” he asks. 

The teamwork developed 
throughout the training period is 


also extended to the servicing of 
accounts. Whenever a new ac- 
count comes into the house, a 
“team” is assigned, with an ac- 
count supervisor (always an offi- 
cial of the company) as the 
“coach.” 

Campaigns and individual ad- 
vertisements prepared by the 
teams are always presented to the 
plans board before release. The 
board, composed of the top agency 
officials, invites all members of 
the team to explain and describe 
the campaign, but the account 
personnel have no voice in ac- 
cepting or rejecting a promotion. 

It is not unusual for the plans 
board to throw out an entire cam- 
paign because its members feel 
the program is too weak, is not 
worthy of the product, or misses 
the client’s aim. 


Discusses Agency Trends 


At the 
everyone on the 


meetings, 
“team” 


ecutive put it: “Good ideas don’t 
run on schedule and a good idea 
doesn’t give a good goddam who 
has it.” 

“We're in a personal service 
business,” Mr. Ayers explains, 
“and these open and frank meet- 
ings promote an attitude among 
our employes that is reflected in 
our association with the client. 
Ultimately, of course, the public 
benefits. 
give the client the best service 
and best coverage for the least 
possible amount of money.” 

Mr. Ayers believes that the 
trend of advertising for the future 
has already been pretty well 
established, and he is of the opin- 
ion that research and layout work 
will gradually become of para- 
mount importance. Layouts and 
copy must be strong and imagina- 
tive, but still deal with the cus- 
tomer as a person, Mr. Ayers be- 


however, | lieves. 
has 


“The leveling-off force in the 


Our over-all aim is to} 


Advertising 


August 


age, 


people,” Mr. Ayers asserted. “No 
matter what product we adver- 
tise, we must meet people as 
people, and not as engineers, doc- 
tors, scientists, lawyers or on any 
level other than as people. Prod- 
ucts may be different, but people 
are basically the same and the 
elemental reactions are the same, 
regardless of their station in life. 
Technical copy may be slanted for 
the scientist, but unless it appeals 
to him first as a person the mes- 
sage will never get across.” 


Serves Big Business 

Three of the four name prin- 
cipals of the company are still ac- 
tive—Guy C. Smith, Willard S. 
French and Sturges Dorrance. 
Founder Charles W. Brooke re- 
tired last year. 

Since Mr. Brooke came to De- 
' troit in 1913 with a few industrial 
_accounts, BSF&D has geared itself 
'to serve big business and has 
| built a well-balanced clientele 


voice, and frank discussions are | advertising business is the funda-| covering a wide range of indus- 


welcomed. As one company ex-| 


mental fact that we deal with 


| tries, designed as a _ cushion 


In the First Six Months of 1948— 


The Bulletin 


Published the Greatest Total 


Advertising Volume Ever Carried 


By Any Philadelphia Daily Newspaper 


%& HERE ARE THE FIGURES BY MAJOR CLASSIFICATIONS: 


RETAIL 

GENERAL 
AUTOMOTIVE 

TOTAL DISPLAY 
TOTAL ADVERTISING 


DEPARTMENT STORES 


EVENING BULLETIN 


SECOND DAILY PAPER 


EVENING BULLETIN LEAD 


6 Mos. 1948 6 Mos. 1948 6 Mos. 1948 
6,637,320 5,594,022 1,043,298 
1,660,463 1,331,600 328,863 

349,436 242,310 107,126 
8,820,320 7,440,879 1,379,441 

10,741,015 10,201,231 539,784 
2,667,538 2,307,821 359,717 

Source—Media Records 


In this same six months period The Evening Bulletin’s 


gain in Total Advertising over 1947 was 2,700,000 lines. 


* 


In Philadelphia... Nearly Everybody Reads The Bulletin 
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: put at what cost! Why be so javish of Time when it is the 
. one thing about which you should be the most golicitous? 
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against a business slump, pro- 
longed strikes or other situations 


which might adversely affect ad-| 


vertising. 

Of the company’s 33 accounts, 
20 are handled in Detroit. Chief 
of them is the Hudson Motor Car 
Co. 
other auto accounts since its in- 
ception. 

Other accounts. serviced by 
BSF&D include: Airkem, Inc.; 
American Blower Corp.; American 
Structural Products Co.; Bacardi 
Imports, Inc.; Jas. Barclay & Co. 
division of Hiram Walker-Good- 
erham & Worts, Ltd.; Brothers To- 
bacco Corp.; Bull Dog Electric 
Products Co.; Bundy Tubing Co.; 
Carboloy Co.; Champlain Valley 
Broadcasting Co.; Chris - Craft 
Corp.; Christmas Club, A Corpo- 
ration; Church & Dwight Co. 
(Arm & Hammer baking soda); 
Goebel Brewing Co.; Howell Elec- 
tric Type Motors Co.; Ice-Flo 
Corp.; Industrial Unit Heater As- 
sociation; Kirsch Co.; Laird & Co.; 
Maine Canners Association; Maine 


BSF&D has had one or an-| 


Development Commission; Michi- 
gan State Apple Commission; 
Morse Chain Co.; Mullins Mfg. 
Co.; Penninsular Grinding Wheel 


Co.; Reo Motors, Inc.; Riggio To- | 
Sparks-Withington | 
Co.; the ‘State of Maine, and the) 


bacco Corp.; 


United States Radio Corp. 


Service Is Prime Factor 


The entire BSF&D top manage- 
ment operates on the theory that 


| “service is the prime moving fac- 


tor” and that no agency is better 


than its service, which must be on | 
For that rea-| 


a continuing basis. 
son, the company personnel falls 
into carefully planned age brack- 
ets. 

“Years ago,” said Mr. Smith, 
“we asked ourselves: ‘What makes 
successful advertising agencies 
successful?’ Analysis showed it 
was not geographic location, not 
big-name personnel, the 
drawing power of an _ existing 
client list. Study clearly showed 
that the common denominator in 
the consistent growth of success- 


ful agencies was the production 
of outstanding advertising. We 
have found that top creative work 
is the key to getting accounts as 
well as holding them.” 

The firm is particularly happy 
over its record of devising ad- 
vertising campaigns that sent cli- 
ents’ business volume soaring to 
record proportions. One such ac- 
count is the Mullins Mfg. Co., of 
Warren, O., builder of Youngs- 
town Kitchens. This client has 
grown into a $1,500,000 billing and 
is an established leader in its field. 

When Mr. Dorrance inspired 
the State of Maine to advertise 
| its potatoes, the farmers of that 
state were despondent as potatoes 
piled in their fields without a 
market, because of the popular 


belief that potatoes were the vil-| 


lains causing excess weight. 
Work on the Maine account be- 
gan with a survey to find out the 
true story of potatoes. A concen- 
trated advertising campaign was 
mapped telling “99 ways to pre- 
pare potatoes” 


er 


LEAD 
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THE 


PHILADELPHIA 
BULLETIN 


Announces the appointment, effective August 1, 1948, of 


SAW YER-FERGUSON-WALKER COMPANY 


as National Advertising Representatives 


in the territories served by the Sawyer-Ferguson-Walker Company offices in 


CHICAGO 


Sawyer-Ferguson-Walker 
333 North Michigan Ave. 
Chicago, | 


DETROIT 
Sawyer-Ferguson-Walker Sawyer-Ferguson-Walker 
639 New Center Bidg. 

, Detroit, Mich. 
Telephone — RAndolph 9149 Telephone — MAdison 0639 


ATLANTA 


Telephone — MAin 6522 
Atlanta, Ga. 
22 Marietta St. 


Territory 
covered by 
Bulletin Offices 


Territory 
covered by 
S-F-W Company 


SAN FRANCISCO 
Sawyer-Ferguson-Walker 
235 Montgomer St. 


San Francisco 
Telephone — GA rfield |-1168 


* 


LOS ANGELES 
Sawyer-Ferguson-Walker 
645 South Flower St. 
Los Angeles, Calif. 
Telephone — VA ndike 3615 


alif. 


TON 

f YORK 
DETROIT 

ILADELPHIA 
* 

ESTON 
* ATLANTA 


The Philadelphia Bulletin Offices in New York and 
Philadelphia will continue to cover these two territories. 


PHILADELPHIA 
The Philadelphia Bulletin 
Filbert and Juniper Streets 
Philadelphia 5, Pa. 


NEW YORK 
The Philadelphia Bulletin 
Park-Lexington Bidg., 247 Park Ave. 
New York City 17, New York 


The Philadelphia Bulletin 


and debunking 


help toward the advertising ac-| 


HOLDS THE LINE—This International 
Silver Co. ad is appearing in 33 news- 
papers throughout the country this 
month to explain that although the 
price of sterling silver is soaring, In- 
ternational has not raised prices since 
1944. Young & Rubicam, New York, is 
the agency. 


false impressions regarding ca- 
loric value of spuds. 


Corby, Goebel Sales Skyrocket 


Result: The value of the annual 
Maine crop_ skyrocketed from 
$20,000,000 to $55,000,000 a year. 
This account is now above $500,- 
000 a year and has_ brought 
BSF&D other Maine accounts 
which total another $500,000. 


For such a harvest of dollars, 


the potato farmers of Maine are 
happy to pay a small crop tax to 


count, which is directly under the 
supervision of Mr. Dorrance. 

For years, top management of 
BSF&D has been “shy” and 
shunned publicity, but when it 
took the James Barclay & Co. ac- 
count and sent the sale of Corby 
whisky from 46th to fifth place in 
Michigan it felt it was time to 
throw out the chest and crow. 

And how the officials must have 
gloated in the 10 years that it 
took to build the Goebel Brewing 
Co.’s $3,650,000 business to a $19,- 
000,000 annual sales volume. 


‘Armour Appoints Shaw 


| smoked, fresh and packaged meat, | 


John W. Shaw Advertising, Chi- 
cago, has been appointed to 
handle the advertising of two 
Armour & Co. subsidiaries. They 
are Drummond Packing Co., Eau 
Claire, Wis., packer of Arbutus 


and Jacob E. Decker & Sons, 


| Mason City, Ia., packer of Iowana 
| fresh, smoked and packaged meat. 


Big Yank Plans 
'Tie-in Ads with 
Babe Ruth Movie 


Cutcaco—Reliance Mfg. Co., for 
Big Yank work clothes, has sched- 
uled a fall tie-in campaign with 
the motion picture, “The Babe 
Ruth Story.” 

With headlines reading “Be the 
BIGgest YANK of all,” two-col- 
umn newspaper ads will run in 35 
cities, to coincide with the open- 
ing day of the picture. 

The promotion started in New 
York on July 26, will pick up 
speed as the movie hits Chicago 
in September, and will be backed 
by two-color copy in Life, and 
| black-and-white half pages and 
pages in Country Gentleman, 
Good Housekeeping, Successful 
Farming and other consumer pub- 
lications in the fall. 

The Big Yank campaign, featur- 
ing photographs of William Ben- 
dix as Chief Yank Babe Ruth, of- 
fers an eight-point check list for 
the use of prospective work 
clothes buyers. 

Ruthrauff & Ryan is the agency. 


146,500,000 in U. S. 


The population of the conti- 
nental United States exceeded 
146,500,000 on July 1, according 
to a provisional estimate released 
by the Census Bureau last week. 
The figure, which represents a 
growth of almost 15,000,000 since 
the 1940 census, includes about 
145,300,000 civilians, plus all per- 
sons in the armed forces, whether 
here or abroad. 


Rushmore Names Joyce 
Tom Joyce, formerly advertis- 
ing and sales promotion manager 
of UBC Distributors, Inc., national 
food brokers, has been appointed 


midwestern sales manager of 
Rushmore Paper Mills, Gouver- 
neur, N. Y., manufacturer of 
household paper products. He 
will make his headquarters in 
Chicago. 

ABC Net Off a Bit 

Net income of the American 


Broadcasting Co., for the first half 
of 1948—$850,000—was off slightly 
from the $890,000 net during the 
corresponding period last year. 
Gross income for the six months 
ending June 30 was $28,286,574, 
against $25,540,628 for the first 
half of 1947. 
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Gets Butterform: 
Appoints Miller 

Ad Fried Advertising Agency, 
Oakland, Cal., has been named to 
handle the advertising of: Butter- 
form Co., Oakland, country style 
butter spread. A test campaign 
will be launched in 15 metropoli- 
tan newspapers on the Pacific 


Wanted: Food Product 


Copy thet SELLS! 


Box 7138, Advertising Age 
330 West 42 St., New York 18, N. Y. 


Coast, and in Mechanix Illus- 
trated, Opportunity Magazine, 
Popular Science and Specialty 
Salesman. 

Beverly Annette Miller has been 
appointed space buyer of the 
agency, succeeding Garry Hold- 
ridge, who was critically injured | 
recently in an auto accident. 


Promotes Warner 
Robert Warner, former western | Advertising-as-Cost Fight 


circulation manager of Modern '| Moves to Higher Levels 

Industry, New York, has been ap- WASHINGTON—The fight over the 
pointed New England advertising | admission of advertising as a cost 
manager of the publication, suc-| jn military contracts shuttled to a 
ceeding Arthur Waldorf, who has higher level of authority last 


been named promotion manager : 

of Magazines of Industry, Inc., | week, as the Joint Army-Navy 
New York, publisher of Modern | Audit Coordinating Committee 
Industry. under Admiral Frank Baldwin at- 


tempted to wash its hands of the 


NON-MET AL TYPESETTING 


our Composi- 

SAVE 50” organs. parts 
irecto 
lists, price lists, 

jiation manu 
forms, inste 

ACCU 


Ph. HAR 9634 — 542 S. Dearborn St 


whole thing. 

Despite intensive pressure from 
trade and media sources, service 
_ auditors working with Admiral 
|mant against any reimbursement 
for advertising—even the limited 
amount of trade and technical ad- 
vertising recognized during the 


RATE COMPOSITION SERVICE. INC. 


Chreage m 


By STANLEY E. COHEN, Washington Editor 


| Baldwin reportedly remained ada- | 
| ple writing and telegraphing their | 
feelings are either misinformed on | 


| War. 


With aircraft manufacturers 
and other contracting groups now 
interested in the advertising is- 
sue, it is possible that final pro- 
posals being worked out for De- 
fense Secretary James Forrestal 
by the Procurement Policy Coun- 
cil of the Munitions Board will re- 
store at least in part the recogni- 


| tion once extended to advertising 


in trade and technical publica- 


| tions. 


Service auditors feel that many 
of the advertising and media peo- 


the economics of wartime adver- 
tising, or in search of subsidies 


... like California without the 


A> 
ocramento 
4 


National Representatives 
Los Angeles ° 


New York °* 


in buying power.* 


California. 


O'Mara & Ormsbee, Inc. 


Detroit * Chicago * San Francisco 


Epes YOU come into California over the high Sierra, 
you drop down into a valley nearly 500 miles long. 
Farms, ranches and orchards seem endless—four of the 
nation’s six wealthiest farm counties are in this valley! 
But farming is only one of the valley's enterprises, all of 
which together give valley people almost $2 Billion 


That's a quick picture of California's great inland 
market, the Billion Dollar Valley of the Bees. Wouldn't 
you like to know more about this market, and about the 
three newspapers that cover it best? Ask your nearest 
O'Mara & Ormsbee office for the 1948 Consumer Analysis 
of the Billion Dollar Valley of the Bees; or write Research 
Department, McClatchy Newspapers, Sacramento, 


* Sales Management's 1948 Copyrighted Survey 


ce latchy  ewspapers 


THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


Wednesday with 


advertising Age, August 


which were never necessary in 
the recent war. 

Advertising thrives in wartime, 
they say, not because it is a cost 
item, but because profits are high. 
and taxes are high—and advertis- 
ing is an accepted business ex- 
pense. One auditor shuffling a 
pile of protests commented, “‘Ad- 
vertising and media people must 
be a bunch of old maids, looking 
under the bed spotting trouble 
that isn’t there.” 

* 


Sen. Homer E. Capehart has 
enlisted 41 “big names” from 
heavy industry, labor and agricul- 
ture to advise the staff of the spe- 
cial Senate subcommittee exam- 
ining the significance of the recent 
FTC and Supreme Court rulings 
outlawing basing point price sys- 
tems used in the cement industry. 
The Capehart committee hopes to 
know by early next year whether 
legislation is necessary to protect 


legitimate national delivered 
prices. 
* 
FCC warned the public last 


week that it is virtually useless to 
expect reception at distances 


| greater than 20 to 40 miles from 


a television transmitter. The com- 
mission states that the present 
state of the art also raises un- 
solved interference problems for 
apartment dwellers who may find 
their sets “jammed” by another 
set operating in a _ neighboring 
apartment. 
ae 

The CAB conferred most of 
representatives 
of the 16 domestic certified trunk 
airlines in search of a formula to 
avoid further passenger and mail 
rate increases in the face of con- 
tinued operating deficits. While 
the White House, through the 
RFC, is looking for less expensive 
financing for airlines, CAB con- 
sidered steps such as charges for 
meals, “promotional tariffs’ for 
family travel, and joint ticket 
offices and maintenance. With all 
but Eastern operating in the red, 
several airlines are asking a sec- 
ond 10% postwar rate increase. 

The 13th anniversary of the 
Social Security Act last week 
found 42,500,000 persons partly or 
fully covered by the old age and 
survivors’ programs. Federal Se- 
curity Administrator Oscar Ewing 
used the occasion to point out that 
two out of every five workers are 
still excluded, and that benefits 
are too low for present living 
costs. As of June 30, more than 
2,000,000 retired workers, azed 
wives, widows, parents and de- 
pendent children were receiving 
monthly payments totaling $42,- 
000,000, he said. 

* * * 

FTC issued some interesting 
statistics reflecting the earnings 
of 500 identical manufacturing 
firms in 1947, as compared with 
1940. Only three of the industries 
represented reflected a decrease 
(the engine and turbine industry, 
and two segments of the tobacco 
industry). For 20 industries the 
increases ranged from “moderate 
to very substantial.”” Among the 
most remunerative were office and 
store machines and devices, earn- 
ing 24.9% on stockholder invest- 
ment (after taxes) compared with 
13.2% in 1940, and soap, cleaning 
and polishing, earning 24.3% com- 
pared with 17.5% in 1940. 


Names Campagna 

Ralph Campagna, formerly ad- 
vertising and sales promotion 
manager of Telex, Inc., Minne- 
apolis hearing aid manufacturer, 
has been named advertising and 
sales promotion manager of Mic- 
rotone Co., Minneapolis. 


Willens Moves Offices 


George Willens & Co., Detroit 
advertising typographer, has 
moved to larger quarters at 1548 
Porter St. 
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Democrats Name 


horses in midstream last week,/ papers, radio and television. 
switching its election year adver-| The announcement following 
tising contract from Biow Co. to| the White House meeting said that 
Warwick & Legler, New York and/the contract had been “trans- 
Hollywood. ferred” to Warwick & Legler, and 
The announcement was made | that the agency would handle 
by National Chairman J. Howara| radio and television. A commit- 
McGrath following a White House|tee spokesman explained that 
conference which brought the| Warwick & Legler would also 
Democratic candidate, President! handle any newspaper advertising 
Truman, face to face with officials! used by the Democratic National 
of the new agency. | Committee, but that most news- 
A change in agencies handling| paper space in campaigns orig- 
the Democratic account had been | inated with local groups. 
expected for several weeks, de- The strategy meeting at the 
spite the fact that the committee White House reportedly centered 


'Truman’s newly recognized mas- 
of “impromptive” speaking. 

Though the Democrats are said 
'to be having rough sledding in 
it appeared 
likely that radio expenditures 
would exceed the $750,000 spent 
in 1944 for time and displaced 
talent. 

S. O. Youngheart, executive 
vice-president, is directing War- 
wick & Legler activity on the ac- 
count, assisted by L. M. Malitz, 
vice-president in charge of media, 
and Donald Gibbs, in charge of 
creative activity. 


DeBeers Maps Drive 
DeBeers Consolidated Mines, 
Kimberly, South Africa, this fall 


will launch a four-color ad cam- 


had announced only two months | on ways of exploiting President | | paign in Collier’s, Life, Look and | 
| ago that Biow was on the job. An 
. | official statement by the Demo- 
Warwick & Legler | crats had said that Biow, which | 
WasHINGTON — The Democratic | had served the committee in 1944, | 
National Committee changed, would handle advertising in news-| their fund raising, 


|The Saturday Evening Post, stres- | 


| sing the importance of seeking the 
advice of a trusted jeweler on the 
| purchase of diamonds. This cam- 


paign will supplement the con-| 


tinuing fashion drive in Harper's 
Bazaar and Vogue. N. W. Ayer & 
hows is the agency. 


Buys Feature Service 


Edward L. Schoen has pur- 
chased Co-Operative Features, 
Inc., producer of newsphoto, car- 
toon and comic strip features for 
weekly newspapers throughout the 
country. The company’s name 
will be changed to Popular Press 
Features and will have its offices 
at 182 W. Lake St., Chicago. Mr. 
Schoen also runs a service agency, 
under his own name, where he 
handles advertising and public re- 


lations. 


Instantaneous 


On December 10, 1947, Paramount Pictures Inc. gave the 
Television Broadcasters Association (assembled at the Wal- 
dorf-Astoria) a first-showing of transcriptions of various 
types of programs recorded off the air on 35-mm film in the 
booth of the Paramount Theatre, New York. 


it was explained that these recordings could be used for 
simultaneous theatre projection, for television program 
syndication, for reference purposes and in many other ways 
which will improve television programming. Since that 
time, the use of television transcriptions has grown exten- 


advertising agencies and package producers. These tran- 
scriptions have been re-broadcast over stations in New York, 
Chicago, St. Louis and Los Angeles. Transcriptions of the 


recent political conventions were telecast in Chicago and 
Los Angeles a few hours after their recording. 


Paramount recordings were designed to meet the competi- 
tive test of theatrical 35-mm motion pictures. And when 
broadcast to the smaller TV screen the quality is even better. 
Similar apparatus will soon be available in Hollywood and 
Chicago. 


You can share this advancement now. 


GET IN TOUCH WITH 


sively. We have recorded shows for networks, advertisers. - 


NEW YORK OFFICE - 


Television Programs 


| on 
35-mm or 16-mm Motion Picture Film 


VIDEO TRANSCRIPTIONS MEAN BETTER PROGRAMS 
You can add pacing and sparkle through | 


editing. 


and planning retakes. 


. You can be sure your commercials are - 
broadcast exactly as okayed by the sponsor. 
You can schedule shows when and where 
you need sales pressure ... repeat shows as 
audiences grow... amortize costs over many. 
markets .. . forget time differentials and the 


lack of coaxial networks. 


You'll save audition time ... speed up 
policy decisions . . . get quick approval from 
distant executives . . . settle client-agency- 
* talent differences of opinion and recollection. 


. You can copyright your 


only form in which it can be protected in its 

entirety under existing law). 

You'll have an impressive new promo- 

. tional tool in your sales kit for use at sales. 
conventions, product exhibits, business 


luncheons and gatherings 
+ men and employees. 


1501 BROADWAY - 


You can use a rehearsal recording for au- 
dience-testing .. . for study, timing, polishing 


BRYANT 9-8700 


tele-show (it’s the 


of dealers, sales- 


UY- LINES 


THIS FALL WILL FEATURE 
AMOUS “TOP” TRADE MARKS! 


Check this distinguished list 
of advertisers and products 
to be featured in two edito- 


rialized newspaper columns 


reaching a combined circula- 
tion of over 30 MILLION 


week. 
| 


BUY-LINES 


Weebly Spensered Column of Things Advertised ond 


Nancy Sasser 


Sunday Column 
15,709,211 
63 papers 
Antiphlogistine Pacquins 
Cavalier Corp. Parker Pen Quink 
Cedar Chests Quest 
| Chevrolet Resinol 
Ben-Gay Sani-Flush 
E-Z Mills Dr. Scholl 
| Max Factor “Scotch” Tape 
Fisher Flouring Mills Sergeant's 
| Richard Hudnut Disinfectant 
| lodent Spin 
Johnson & Johnson Toni Home 
| Mortite Permanent 
Murine Trend 
Nesco Virginia House 
Nestle-Lemur Furniture 
Woodbury 


Houten 


BUY-LINES Nancy Sasser’ 


Thursday evening or Friday 


Morning Column 


| Cream of Wheat 
| Johnson’s Drax 
Dromedary 
| Florida Citrus 
Commission 
Frigidaire 
Heinz Soups 
Hormel Chili Con 
Carne 
| Knox Gelatine 


LaChoy Food 
Products 


Libby’s Peas 


14,824,020 
81 papers 
| Allsweet Louisiana Sweet 
Bab-o Potatoes 
B & M Beans Lynden Products 
Better Homes & Nabisco 
Gardens Pillsbury 
BinB Mushrooms General Mills: 
Burnett's Pressurequick 
(Chiffon Flakes 
| Chore Girl Pyequic 
Quaker Corn Meal 
Cocomalt 
Q T Frosting 


Royal Lace Paper 
Works 


Royal Pudding 
Silvo Silver Polish 
Spam 

Sun-Maid Kaisins 
Swan Soap 
Swift's Diced Meats 


Swift's Peanut 
Butter 


Van Houten’s 
Cocoa 


Wilbur-Suchard 


LET US ADD 
YOUR NAME 


TO THIS 


LIST! 


For further information write to: 


BUY-LINES 


j : 
| | | 
| 
| 
| 
| 
| 
| | 
| 
| 
| | 
| | ; 
| 
| 
| | 
| Special | 
| 
| 
| 
| 
| | 
| 
| 
| 
| ag 
| 
| 
| 
| 
| 
A SERVICE OF THE PARAMOUNT TELEVISION NETWORK 
etroit 160 North Michigan Avenue, Chicago |. Ill. = 
es 19S Montgomery St., San Francisco 4, Calif 
1548 133 SW, Oak Street, Portland 4, Oregon F 
2978 Wilshire Boulevard, Los Angeles Cali! : 


Kirsten Makes 
Corn Holders 


SeaTTLe — Kirsten Pipe Com- 
pany, manufacturer and distribu- 
tor of Kirsten pipes and cigaret 
holders, has introduced a new 
product, corn holders, packaged 
for the gift trade. National adver- 
tising will open in the fall. 


Designed as a complement to) 


the hostess’ silver service and “to 
make eating corn-on-the-cob a 


Are You 

interested in Western Food Processing? 
WESTERN PACKING NEWS SERVICE 
(Est. 1939) covers production and distri- 
bution of Calif., Ore., Wash., packers of 
canned, dried, frozen and specialty foods. 
Subscription $5 yearly. Sample on request 
Publishers: $.D0. McFadden News Bureau 
7 Front St., Son Francisco 11, Calif. 


Also Publish West. Trucking News Serv. 


|smart dining pleasure in perfect 


etiquette,” the corn holders are 
packed eight in a jewelry box. 
Handles are of highly-polished 
duralumin and are of the same 
finned-contour design of Kirsten 
pipes and cigaret holders. Prongs 
are of stainless steel. Corn hold- 
ers are retailed in gift shops, jew- 
elry stores, specialty shops and 
department stores. 

Initial advertising is scheduled 
in Better Homes & Gardens, House 
Beautiful, House & Garden and 
The New Yorker. Pacific National 
Advertising Agency handles the 


| account. 


Joins Perry-Brown 


John Eckels, formerly copy | 
|chief of Batten, Barton, Durstine 
& Osborn, Detroit, has  been/| 


named copy chief of Perry-Brown, 
Cincinnati agency. 


FOR TIME BUYERS ABOUT © 
A GREAT MARKET AREA | 


WWVA LISTENERS 
ARE BUYERS! 


They Purchased More Than 
One Million Baby Chicks 
in A Four-Month Period 


listens, it buys: 
January 


tell them about it. 


Ask 


The WWVA audience in Eastern Ohio, Western 
Pennsylvania, West Virginia and Virginia not only 
They proved it by cash-on-the- 
barrelhead orders for 1,135,498 baby chicks from 
lith through May 
WWVA audience will buy your product too. if you 


An EDWARD PETRY Man About WWVA 


22nd. This potent 


WHEELING, 
WEST VA. 


EDWARD PETRY CO. --Representatives 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 


ADVANTAGEOUSLY 


BY YOU 


WANDISING- KNOWLEDE 


AUGUST ADVERTISING LINAGE IN 
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PUBLICATIONS 


Commercial Commercial 
Display Display 
Excluding Excluding 
Poultry Poultry 
Livestock Livestock 
-——Total Advertising——, and Classified ——Total Advertising—— and Classified 
——1948- — 1947——, 1948 1947 ——1948—— 1947——, 1948 1947 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
FARM MAGAZINES *Dakota Farmer 40.1 31,404 32.7 25,259 30,423 23,868 
‘ - es Farmer, The ..... 40.6 31,868 34.8 27,254 28,040 23,729 
Capper'’s Farmer 45.2 30,757 41.7 28,376 30,037 27,511 Hoard’s Dairyman.. 31.1 22,612 38.5 28,043 17,686 24,039 
Country Gentleman. 78.3 53,207 65.0 44,211 62,333 42,120 | Idaho Farmer 30.5 23,058 34.6 26.123 23,058 24,349 
Farm Journal ..... 63.2 27,118 66.9 28,716 26,242 27,666 Indiana Farmer's 
P 18.3 14,339 21.3 16,731 10,502 11,560 
s Farmer 30.8 23,423 27.7 21,055 21,910 19,145 
55.1 40,090 50.5 36,742 38,534 34,668 | 26.5 20,377 27.0 20,723 17,829 18,067 
Ga.-Ala.-Fia | 2Missouri Farmer 6.1 4,641 6.8 4,505 3,985 4,: 
ae her nase 54.8 39,916 50.3 36,640 38,326 34,622 | stissouri Ruralist .. 19.9 15,087 22.8 17,361 11,388 3 
a. | Montana Farmer ... 41.2 31,171 36.4 27,527 28,462 
Edition 53.2 38,740 48.3 35,163 37,208 33,266 | Nebraska Farmer. 445 33619 44.4 33535 30,050 30,337 
Mise.-La.-Ark. | New England 
Edition --..... 68.3 38,795 60.8 36,901 37,179 34,942 Homestead 24.4 17,042 80.4 21,306 11,461 13,186 
| Texas Edition ... 57.8 42,097 61.7 37,640 40,460 35,666 | Onis Parmer 28.7 22'023 30.7 23.583 19,584 20.807 
*In all 5 Editions.. 47.7 34,759 44.8 32,610 33,724 31,312 | Oregon Farmer 32.3 24485 341 25799 24.485 23.647 
*Aver. 5 Editions.. 54.8 39,928 50.3 36,636 38,341 34,633 Oregon Grange : 
Southern Agricultur- 3 2.2 3,745 
29.0 20,327 29.7 20,772 19,380 19,270 | pJulletin 
Successful Farming. 78.2 35,199 67.7 30,472 34,496 29,610 Farmer ‘ 20.8 15,938 28.1 21,566 14,0 19,688 
Total Group ..... 000,008 006,900 204,008 010.001 | 
MONTHLIES lowa Homestead 28.4 30,071 38.3 30,012 28,037 28,015 
| Washington Farmer 31.4 23,742 34.7 26,198 23,742 24,440 
“American Fruit _. | Western Farm Life 23.8 18,647 23.4 18,349 17,107 16,445 
eee 13.9 5,928 i8.3 7,854 5,656 7,674 | *Herdsmen Edition. 35.5 27,831 36.1 28,296 mPa al 
American Poultry Wisconsin Agricul- 
Journal: 32.2 25,128 29.9 23,403 24,583 22,277 
Eastern Edition.. 25.6 10,973 23.4 10,049 8,759 7,764 
Central Edition... 21.7 9,327 21.1 9,042 7,546 7,310 | ‘Total Group ..... 655.2 503,035 657.5 505,198 458,341 449,132 
Western Edition... 21.0 9,007 20.3 8,695 7,356 7,140 Bi-Weeklies—July 
*In all 3 Editions.. 20.5 8,789 19.2 8,229 7,138 6,673 | arizona Farmer 51.9 39,294 57.8 43,711 36,341 41,765 
Arkansas Farmer .. 7.6 5,775 7.8 5,911 5,442 5,501 California Farmet 
Better Farming | Northern Edition. 50.9 38,499 49.1 37,126 33,922 32,938 
Methods ......... 17.4 7,473 19.3 8,2 7,473 8,275 Southern Edition. 49.4 37,389 43.4 32,845 32,812 28,659 
Better Fruit ..... - 12.5 5,243 23.9 10,066 5,243 10,066 ‘Dairyman’s League 
Breeder's Gazette... 16,2 7,350 19.7 8,884 5,348 5,733 6.6 4.863 11.5 8,424 4,095 6,840 
‘alifornia Citro- ‘Prairie Farmer 58.2 42,351 42.3 30,776 34,567 25,771 
*Carolina Co-opera- | Total Group 217.0 162,396 204.1 152,882 141,737 135,973 
as 11.7 4,935 4,760 W eeklies—July 
Cattleman, The 77. 32,389 77.6 32,588 16,870 18,308 *Capper's Weekly 5.7 12.681 6.3 14,054 9,616 9,965 
Electricity on the 7Weekly Kansas City 
ia 11,543 35.8 12,756 11,543 12,756 Star 15.7 38,761 18.9 46,510 27,741 32,808 
Farm and Rance h. 27.1 18,965 32.1 22,451 18,090 21,483 
*Farmer-Stockman 25.7 19,547 23.5 17,886 18,942 17,293 Total Group 1.4 51,442 25.2 60,564 37,357 42,773 
| Florida Grower .... 11.3 7,709 13.4 ,120 7,147 7,744 Daili Jul 
Kentucky Farmer.. 18.3 14,350 2.7 13,036 8,490 Beit 
Form 16 4.302 | Chicago Daily Drov- 
Drovers Telegram. 50.9 108,419 655.4 117,920 35,726 48,751 
New Jersey Farm 3.65 60 Omaha Daily Jour- 
Pacific. Poultryman. 20.2 8,668 16.6 7,119 8,299 6,637 | Stock Reporter 44.2 94,074 51.9 110,533 31,105 38,803 
Edition. 29.3 12,573 33.8 14,616 10,135 11,781 | Total Group ..... 190.4 405,482 208.2 443,147 134,225 177,803 
Central Edition... 26.2 11,239 27.5 12,778 9,241 10,728 
Western Edition.. 24.4 10,459 27.5 11,796 8,619 9,832 | 1987 
*In all 3 Editions.. 23.5 10,081 26.1 11,187 8,241 9,323 | siz 1947 
Rural Gravure .... 3.3 3,298 2.1 2,107 3,298 2,107 1948; three issues 1947. °Three issues 1948; two issues 1§ 47. 
%outhern Farmer.. 7.8 8.200 10.0 8,000 7.841 7.680 “Five issues 1948; four issues 1947, ‘Four issues 1948; five 
Southern Planter .. 18.3 12,783 19.4 13,554 12,002 12,123 } issues 1947, 
Western Dairy 
63.7 19,110 42.3 17,797 9,306 6,706 CANADIAN 
Western L ivestoc k, *Canadian Country- 
84.1 35,350 87.1 36,582 11,564 15,673 | man Jesse 15,687 27.6 19,279 12,757 16,341 
—_ Country Guide, The 27.4 19,742 31.4 22,601 19,742 22,601 
Total Group ..... 689.7 337,117 702.1 348,803 265,339 277,107 1*Family Herald & 
Monthlies—July Weekly Star: 
Idaho Granger . 5.9 6,413 6.3 838 6,384 6,803 Eastern Edition... 52.9 52.878 66.4 66,445 39,147 42.58 
Nation's Agric ulture 5.7 2,576 §.2 t64 2,576 2,364 Western Edition 47.1 47,079 56.5 56,543 37,574 39,278 
Wyoming Stockman- Farm & Ranch Re 
Farmer es 11.6 10,478 7.9 7,042 9,562 6,594 view 2 13.8 9,932 17.5 12,616 9,342 11,988 
— s ‘Advoc ate 
Total Group 23.2 19, 467 19.4 16, o44 18,522 15,761 t Home Magazine 26.2 18,315 28.2 19,767 14,823 16,618 
Semi- Monthly —July Magazine 22 15,634 28.6 19,992 14,489 18,539 
American Agricultur- *Free Press Prairie 
ist .- 19.4 14,098 20.8 15,110 12,361 13,444 Farmer , ... 85.7 96,360 80.4 90,472 39,457 36,347 
Cc alifornia Grange *Western Producer. 53.3 56,990 55.0 58,894 17,029 20,692 
26.9 27,174 19.8 21,448 26,656 20,930 - —_ -— -- 
®*Colorado Rancher Total Group 51.1 332,617 391.5 366,609 204,360 224,986 
& 19.1 14,426 > 13,554 
Cooperative Digest 13.0 2.730 10.0 2,100 2,730 2,100 | *July linage. 'Four issues 1948; five issues 1947 


Farm Ad Linage 


lage was off 0.9% 


showed a 


for August Off 
0. 9% from 1947 


Cuicaco—Farm publication lin- 
during the past 
month, as compared with the cor- 
responding month of last year, ac- 
cording to the August tabulation 
of ADVERTISING AGE. 

Farm publications in the United 
States, which reported for the 
month, carried 1,845,135 lines, 
against 1,862,561 lines for August, 
1947. Canadian publications 
dropped 9.3% on the year-to-year 
comparison, with 332,617 lines last 
month and 366,609 a year ago. 


Farm Magazines Gain 


Although the net loss of 0.9% in 
all U. S. linage suggests little 
year-to-year change, the gains and 
losses in the various classifications 


comprising that average were 
marked. 
August farm magazines reg- 


istered a gain of 9.1%, with linage 
of 366,246 this year and 335,723 
in 47. Monthlies in August, how- 
ever, registered a 3.4% loss, drop- 
ping from 348,803 last year to 
337,117 in 1948. 

July monthlies were up 19.8%, 
from 16,244 to 19,467 lines, while 
semi-monthlies were off .4% on 
the year-to-year comparison— 
from 505,198 in °47 to 503,035 on 
the current report. 

Bi-weeklies climbed from 152,- 
882 lines to 162,396 this year; 
weeklies reporting for July 
15.1% loss, dropping 


from 60,564 to 51,442; and July 
dailies were off 8.5%, from 443,- 
147 to 405,432 lines. 


American Steel & Wire 
Creates New Division 


American Steel & Wire Co., 
Cleveland, has established a new 
and separate sales division to 
handle electrical wire and cable 
products. T. F. Peterson, who has 
headed the section of the general 
sales staff of the company devoted 
to electrical products, has been 
named manager of sales of the 
new division. 

Walter E. Mackley has been 
named manager of the New York 
district sales office of the com- 
pany, succeeding B. W. Bennett, 
who has been appointed assistant 
to the vice-president of sales. F. L. 
Nonnenmacher has been named 
manager of manufacturers’ prod- 
ucts sales to succeed Mr. Mackley, 
while Harold Christopher has been 
promoted to the position of as- 
sistant manager of that depart- 
ment. 


Beal Opens PR Office 


Joseph Carleton Beal, formerly 
public relations director of the 
City College of New York, has 
opened his own office at 861 Bush 
building, 130 W. 42nd St., New 
York. He will be retained by the 
school of business and civic ad- 
ministration, CCNY. 


Names Andrews 


Seymour C. Andrews, formerly 
of Andrews-Johnson & Associates, 
Hollywood, has been appointed 
program director of WBAP-TV, 
Fort Worth’s first television sta- 
tion. 


NYU Plans Course in 
Industrial Advertising 


The school of commerce of New 
York University will offer a course 
in industrial advertising, special- 
ized to the problems of marketing 
industrial goods, on Friday even- 
ings from 6 to 7:45 p.m., beginning 
Oct. 1. 

The course has been arranged in 
cooperation with the Industrial 
Advertising Association of New 
York, which will supply guest 
speakers. Registration is open to 
both degree and qualified special 
students. 


Stanfield Revamps 


Vancouver Setup 


Harold F. Stanfield Ltd., with 
headquarters in Montreal, has re- 
organized its Vancouver, B. C., op- 
eration with opening of a fully- 
staffed office in the Copp Block, 
headed by John R. Markey, for- 
merly account supervisor for 
Stewart-Lovick and MacPherson, 
Vancouver. 

Other staff members include 
Stafford D. Plant, creative direc- 
tor, and Dorothy McQueen, radio 
advertising. Both were formerly 
with Stewart-Lovick. 


Joins Popular Fiction 

S. G. Mathews III, formerly 
media director of Cayton, Inc., 
New York, has joined the Popular 
Fiction Group, New York, as as- 


sistant promotion manager. 


‘Redmond Retires 


C. A> Dana Redmond, owner of 
the Redmond Co., Boston, adver- 
tising agency, has retired. He 
formed the agency in 1936. . 
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Culligan Makes 
Salesmen Out of 
lts Customers 


Cuicaco—During the next few Appoints McKay 
months there are going to be ae 
lot of informed amateurs selling | with Strathmore Paper Co., Woro- | 
water softening service, as Culli-|noco, Mass., has been named sales | 
gan Zeolite Co. turns present users|manager of the Holyoke Wire 
of the service into an army of| Cloth Co., Holyoke, Mass. 


good will ambassadors via a “Win 


Again with Culligan” merchandise Names Casmir Agency 

. Black, Starr & Gorham, Inc., 
Culligan Zeolite sells its equip-| New York jeweler, has appointed | 

ment and supplies to franchised|C asmir Advertising Co., New | 

operators who run a service busi-' 


prize contest. 


ness, installing and replacing the 
Zeolite tanks and equipment. 
There are about 850 such oper- 
ators, servicing 2,500 communi- 
ties with the soft-water service, 
at an average cost per home of 
between $2.50 and $3 a month. 

The company spends $75,000 a 
year on consumer advertising in 
Better Homes & Gardens, House 
Beautiful, Good Housekeeping, 
Parents’ Magazine and Small 
Homes Guide. Only 10 years old, 
it has become a major factor in 
the water softening field and is 
estimated to do about 50% of all 
the advertising in this field. 

Now, having discovered via a 
survey that 49% of last year’s cus- 
tomers were referred to its fran- 
chise holders by the customers 
they already had, Culligan plans 
to put its satisfied customers to 
work with a vengeance. Put to- 
gether by Lewis M. Russell, ad- 
vertising manager, and Frederick, 
Franz & MacGowan, the agency, 
the “Win Again with Culligan” 
campaign, to run from Sept. 15 to 
Nov. 30, pulls every stop to secure 
all-out cooperation from franchise 
holders and customers. 


Starts with Teaser 


The campaign was kicked off 
early this month with a mailing to 
all franchise holders, consisting of 
a six-inch paper recording, which 
opened and closed with the jingles 
used on radio spots which Culli- 
gan supplies franchise holders. It 
invited them to a series of sec- 
tional meetings, and announced 
the formation of “‘the largest sales 
force in the industry’s history.” 

At these meetings dealers were 
presented with a complete promo- 
tional activities plan book, not 
only containing all details of the 
contest, but with all promotional 
activity laid out and scheduled. 

First mailing, a jumbo teaser 
postcard, to be sent to present 
customers of franchise holders, is 


to go into the mail Sept. 10, fol-| 


lowed three days later by a broad- 
side explaining the contest and the 
prize setup, which consists of 
merchandise prizes to be given on 
the basis of the number of pros- 
pects submitted who are sold. 
High scorers in each area will be 
entered in a national contest for 
major appliance prizes for which 
Culligan will pay. Local prizes 
are paid for by the local oper- 
ators. 


Must Talk to Friends 


Customers do not merely list 
names of people who might be in- 
terested in the service. The rules 
call for them to talk to their 
friends and neighbors and give 
them a preliminary sales story be- 
fore submitting their names. 

Customers’ mailings after the 
first two include enclosures for 
October and November bills, re- 
minder postcards, prize award 
cards sent to customers as soon 
as a prospect signs up, and fi- 
nally, in December, a “thank you” 
mailing sent to all customers. 
Newspaper mats and radio scripts 
furnished franchise holders for 
use during the period carefully 


avoid any mention of the contest, 
| plug away at the convenience and 
| savings of soft water. 

Dealers pay 14 cents a package 
for the complete promotional ma- 
terial, and in addition are sup- 
plied with customer record and 
prospect record cards for their 
own files. 


SHERWIN-WILLIAMS PAINTS 


"Cover the Earth" and for more than 


23 years have "Covered" Atlantic 


Richard A. McKay, formerly 


York, to handle its advertising. 


City's 15 MILLION annual Visitors to bn a” 
the World's Playground by the use tag 
of The R. C. Maxwell Company's ei 
Outdoor Spectacular Service on this, | . 
| the longest and widest pedestrian 
thoroughfare in the world. 


AMERICA’S FARM FAMILIES last 
year, with less than 20% of the 
population, saved almost as much 
money as the other 80% of the 
population. 

Rural families in the 14 South- 
ern states now have more than 
$6 BILLION in demand and time 
deposits in country banks and 
farm-owned savings bonds. This 
represents a gain of $5 BILLION 
over 1940. 


Mr. and Mrs. Rural South are 
breaking records in putting 
money in the bank because their 
cash farm income is far higher 
today than ever before in history 


—now nearly $8 BILLION per 
year as compared to about $214 


ONE MILLION 


BILLION in 1940. OQUTHERN 
The Rural South’s unprece- FARM FAMILIES 


dented prosperity has created a 
vast new market for the products 
you advertise and sell. Your one 
best route to sales in this market 
is your advertising in The Pro- 
gressive Farmer. 

Mr. and Mrs. Rural South read 
and prefer The Progressive 
Farmer above all other maga- 
zines. The bank book and The 
Progressive Farmer are the two 
busiest books on the best farms 
in the new South. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward 3. Townsend Co., San Francisco, Los Angeles 
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Third Paper 
19% 


on Publishers’ Statements for 
Months Ended Sept. 30, 1947 


. 
‘ 
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For More 


Customers 


New York 


VV HEN. day after day, year after 

year, more New York families 
turn to the Journal-American, it is to 
your profitable advantage to follow. 


For over 50 years, the Journal- 
American has been the first choice 
of home-going New Yorkers. Today, 
as the result of consistent, healthy 
growth, you can reach more fami- 
lies through the Journal-American 
than with the next two evening 
papers combined . . . the largest, 


| pee 


YOUR STORY STRIKES HOME IN THE 


CAN AMERICAN }{ PAPER ff) 


most dominant evening newspaper 
audience that has ever been offered 
to a New York advertiser. 


Journal-American readership in the 
homes of more than 700,000 modern 
families means a force for sales 
unequalled in the New York eve- 
ning field. To move more merchan- 
dise you need more customers. And 
customers are what the Journal- 
American delivers in overwhelming 
numbers. Call an H.A.S. man today. 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 


2 
A 
4 
ge 
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; 
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Joins ‘Outdoor Life’ 


‘Huber Develops New 


John A. Bacon, former general) Non-Misting Ink 


manager of WKBW, Buffalo, has | 
been appointed eastern advertis- 
ing manager of Outdoor Life, 
New York. Before joining WKBW, 
Mr. Bacon was associated with 


the Scripps-Howard Newspapers | 


as New York national representa- 
tive for three years and national 


Times for seven years. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS FARM GENERAL 


314 So. Federal St., Chicago 4 


advertising manager of the Buffalo | that the ink reduced misting, and 


J. M. Huber Corp., New York, 
has developed a non-misting news 
ink which is said to reduce press- 
room fire hazards and lower 
maintenance costs. Tests with the 
New York Daily News and Provwi- 
dence Journal-Bulletin showed 


that printing and running quali- 
ties were satisfactory. 
The company calls it Huber | 
NMP (non- misting pelletized) | 
News Black, and it is shipped in} 
hopper cars, sealed, from _ 
Huber plant in Borger, Tex. 


Novel to be Promoted 


Henry Holt & Co., New York, 
will launch a new novel about | 
“high octane” public relations| 
Sept. 20, called “‘Nobody’s Fool.” 
No tagline for the campaign, | 
which will start about Sept. 1, 
has been set, but company officials | 
say it will talk about “the hokum | 
behind the headlines.” An initial | 
budget of $10,000 has been set. | 
Denhard, Pfeiffer & Wells, New | 
York, is the agency. 


YOU MAY REACH AN ALTITUDE 


YOU 


“FLY HIGH" 


IN WESTERN MICHIGAN 


WITHOUT WKZO-WIEF! 


There are two big reasons why practically no one listens to 
outside broadcasts in Western Michigan: 


(1) 


reception even from the largest outside stations. 


(2) 


Our region’s “wall of fading” prevents consistently good 


Two home-region stations furnish such excellent pro- 


gramming that the Western Michigan audience’s needs are 


apparently satisfied almost completely. 


Those two stations are WKZO in Kalamazoo and WJEF in 
Grand Rapids. WKZO’s Share of Audience in Kalamazoo, Mon. 


thru Fri., Noon to 6:00 p.m., is 55.2 — 36.5 above its highest 


competition. WJEF’s in Grand Rapids is 26.7 - 


4.5 above its 


highest competition. (Hooper Report, Jan.-Feb., 1948.) 


Let us tell you the whole story! Write us — or ask Avery- 


Knodel. Ine. 


*Record set by Anderson and Stevens 


was 72,3 


04.795 feet (November 11, 1935). 


BOTH OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


AVERY-KNODEL, INC., Exclusive National Representatives 


GENERAL 


-—i948—~ 
AUG JULY 


1947 
AUG 


MAGAZINE 


1947 
MUG 


MUG 


1947 
AUG 


TREWD 


1947 1947 1948-~ 1947 -— 19486— 1947 
AUG AUG Shey AUG Wy AUG. 

200 — 30 — 4500 — 740 — 

4250 — 730 — 

20 — 4000 — 770— 

AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES 
1948 1947 = 1948 1947 
Pages Lines Pages Lines Pages Lines Pages Lines 

GENERAL | Field & Stream... 60.2 25,841 65.4 28,055 
“*Ace Fiction Grp.. 4.9 «6008 | Fur-Fish-Game ... 17.1 7,353 17.7 7,609 
American Magazine 40.7 17,112 45.0 18,894 | Hunting & Fishing 19.0 8,132 20.7 8,89: 
American Forests. . 13.4 5,628 9.0 3,780 Outdoor Life ..... 42.2 18,090 62.0 26,597 
American Home... 44.3 28,137 56.5 35,900 OutSeers Feciscses 13.5 5,790 11.8 5,07 
American Legion.. 11.7 4,959 15.3 6,492 Sports Afield ..... 47.5 20,381 57.3 24,59 
American Mercury. 7.5 1,365 6.5 1,183 
Atlantic Monthly.. 13.2 5,530 9.0 3,780 Total Group 244.0 164,658 283.7 121,738 
Better Homes & YOUTH 

Gardens ..... ie 82.1 51,897 77.3 48,865 The American Girl 21.7 9,315 8.1 3,495 

‘Christian Herald.. 23.3 9,996 24.5 10,519 | Boys’ Life ........ 4.5 9,887 18.0 12,216 

errr oe 4.8 3,288 3.9 2,670 Calling All Girls.. 32.8 14,076 36.3 15,586 

Cosmopolitan ..... 43.7 18,739 43.3 18,627 %*Open Road ...... 7.2 3,084 

Dell Detective Grp. 13.0 5,532 9.0 3,848 es 180.6 122,797 200.8 136,53: 

Dun’s Review..... 52.2 21,92 42.5 17,850 

Eagle Magazine 2.7 1,122 A 1,563 Total Group .... 250.0 156,254 265.3 168,742 

Se 7.7 3,316 6.3 2,691 | searchie Comic Grp 5 0 1.890 

Extension ........ 15.0 10,331 15.0 600.) 

86.8 54.826 83.8 52.930 | F awe ott Com cs 10.0 4 780 10 3,780) 
‘ Harvey Comics 10.0 3,780 2.0 756 
Harper’s Magazine 19.1 8,029 21.0 4,976 Marvel C age 4 

; - 7 P Marvel Comic Grp. 
Holiday .......... 39.5 26,862 98.9 38,421 | (total 3 units) 16.0 6,048 5.0 1,890 
House Beautiful .. 3.8 27,680 47.5 30,009 *R 

House & Garden... 36.9 23,299 76.8 48,568 | *B) Unit 5 9 2.142 

ellow Unit ... 5.3 2,016 
cates 1.0 3,257 10.6 4,548 Nati 

National Comics Grp 

Mechanix Iilus- ce | (total 2 units).. 15.0 5,670 13.9 4,914 

Motor Boating 73.6 43,279 92.0 54,096 | er 

*Blue Unit ..... 8.0 3,024 8.5 3,213 

National — rn | Polly Pigtails .... 9.0 3,644 2.0 1,132 
Geographic ..... 27.0 6,437 29.1 6,91% | premium Group of 

Nation's Business.. 32.2 13,822 30.3 13,008 1.159 1,27 

*Nature Magazine. 3. 1,016 3.9 1,675 | #?Tex Granger.... 2.1 846 2.4 O3i 

11.9 8,075 13.1 8,925 Thrilling Comics 

Popular Fiction Group 1,134 4.0 1,912 
9.1 2,045 6.5 1.448 | *True Comics ..... 1,413 4.2 1,58 

Popular Mechanics 152.0 34,038 137.3 30,758 

Popular Science 124.3 oT 836 102.2 22 897 | Total Group .... 67.7 26,016 0.0 19,33: 

Promenade ....... 26.2 11,254 29.2 12,536 | WEEKLIES—JULY 

ret 27.1 11,600 24.9 10,675 American Weekly. $5.3 45,334 54.1 54,052 

mbit 5.8 2 499 9.1 3,899 | Business Week 299.8 125,914 232.8 97,78: 

sie 12.6 5,411 12.2 79.3 14.040 83 6 28139 

Sunset ....eceeees 58.5 24,568 61.0 25,653 og. eee 24.0 10,292 27.3 11,730 

Thrilling Fiction.. 10.3 2,312 8.8 1,982 are 16.1 16,882 18.1 19,014 

Town & Country.. 92.3 35,133 68.0 45,682 0”) ae 13.7 5,861 47.6 20,434 

25.4 10,805 29.6 12,703 | Life .....6.. 199.3 135,550 249. 169,672 

78.8 46,334 86.0 50,568 75.8 51,521 71.9 £8,906 

= Newsweek 178.3 74,876 188.2 T9036 

Total Group 1,477.6 681,370 1,538.6 735,343 New York Times 

Magazine . 50,224 63.7 54,19 

WOMEN | ‘New Yorker... 156.9 67,319 132.7 56,91 
|Charm 93.9 40,111 118.5 50,836 | spathfinder ...... 29.7 12,762 25.9 11,52: 
Te ae eee 106.6 45,713 130.0 55,770 | Parade ........... 24.0 20,378 13.1 11,110 
Good Housekeeping 94.0 40,359 95.0 40,755 | sSaturday Evening 
| Family Circle: ae eae 287.8 195,702 288.8 196,38 

25.7 11,039 17.7 7,590 ‘Saturday Review of 

*All Editions 39.4 16,895 33.1 14,182 Literature ...... 98.9 12.088 25.4 10.88 
Harper's Bazaar .. 120.2 75,983 107.6 68,028 7Sporting News .. 21.9 34.172 34.8 37.23 
16,2 11,382 15.8 11,105 This Week 
‘Household ....... 33.8 14,502 20.2 13,705 Magazine ....... 39.6 33,686 38.8 33,00 
*Intimate Romance 28.8 12,859 231.6 97,286 233.8 98,207 
Ladies’ Home ‘U. S. News & 

JOURNAL 87.9 59,788 93.6 63,671 World Report 39,633 107.5 45,16 
| Mademoiselle ..... 283.8 121,764 314.5 134,920 
McCall's 65.0 44,181 71.2 48,392 | Total Group 2,070.1 1,165,228 2,102.7 1,203,117 
Modern Romances 

(MM) ...+.-.--. 32.3 13,843 32.0 13,719 *Not included in totals. "No August 1947 issu 
Modern Screen (MM) _— 33.8 14,516 43.8 18,795 'Page size changed. *August-September issues con 
Motion Picture (F) 37.2 15,951 39.9 17,110 bined. +Formerly Calling All Girls. *No August 194 
Movieland ........ 22.4 9,630 30.3 13,002 | issue. ‘Five issues 1948; four issues 1947. °One issu 
Movie Life ........ 34.8 14,949 28.1 12,042 1948; two issues 1947. “Two issues 1948; three issue 
Movie Show ...... 20.6 8,822 22.3 9,555 1947. *Four issues 1948; five issues 1947. tJuly-Augus 
Movie Stars Parade 34.7 14,929 30.1 12,928 issues combined. 

Movie Story (F)... 37.0 15,871 36.9 15,845 

Parents’ (N. Y. Pages Lines Pages Lines 
a eS 69.2 29,685 72.9 31,252 | CANADIAN 

Parents’ (Nat'l) 63.4 27,188 66.8 28,655 | Canadian Home 

Personal Romances 32.9 14,144 22.2 9,555 ce 31.1 21,135 35.9 24,42 

Photoplay (Mac).. 39.2 16,800 46.6 19,995 | Canadian Homes & 

Radio Mirror (Mac) 27.1 11,637 33.4 14,322 | COSEONS sc ndeaer 32.2 21,646 42.4 28,474 

*Real Romances... 18.5 7,927 23.0 9,889 | Chatelaine er 33.0 22.460 $1.1 21,120 

Btery 18.5 7,927 23.0 9,889 *tNew Liberty .... 25.5 10,933 28.6 12,276 

Screen Guide ..... 22.4 9,630 30.3 13,002 | Maclean’s . 

Screenland ....... 20.4 8,762 21.3 9,133 (2issues) ...... 16.8 31,837 51.8 35.237 

Screen Stories 32.5 13,943 35.2 15,122 | OT ar 58.4 39,215 52.8 35,500 

rr ee 14.1 6,028 14.6 6,282 National Home 

Silver Screen ..... 19.5 8,348 21.3 9,119 ee 21.1 14,339 19.8 13,471 

Today’s Woman 21.0 9,025 16.2 6,943 tevue Moderne, La 20.5 13,982 18.2 12,352 

True Confessions tevue Populaire, La 25.1 17,595 28.3 19,781 
CPP wusedacecrss 38.5 16,535 37.8 16,194 | *Samedi, Le ...... 27.6 19,299 28.1 19,647 

28.2 12,102 33.0 14,164 Total Group .... 321.3 212,441 337.0 222,281 

True Love & 

Romance (Mac). 28.6 12,253 32.4 13,890 *July linage. ‘One issue 1948; four issues 1947 
True Romance (Mac) 30.5 19,081 33.7 14,450 

True Story ....... 61.1 F219 62.2 26.686 *Canadian National Weekend Newspapers 

Vogue (2 issues).. 199.6 126,119 226.9 143,412 ‘Retegravere 

Woman's Day: 19 67 
NT eee 45.3 19,444 32.4 13,885 Pages Lines Pages Lines 
*All Editions 47.2 20,252 34.6 14,857 | 24.3 24,318 32.1 32,128 

Woman's Home 32.8 32,831 27.9 27,939 
Companion ..... 61.5 41.802 55.5 37,722 *+Montreal Standard 36.0 36,010 38.5 38,583 

+Star Weekly 45.4 43,137 50.8 48,265 

Total Group .... 2,034.5 996,078 2,142.2 1,051,551 

Total Group .... 138.5 136,296 149.3 146,915 


OUTDOOR 


American Rifleman 19,071 


*July linage. 


+Five issues 1948; four issues 1947, 
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Gold Seal Readies 
National Copy; to 
Open 28 Markets 


(Picture on Page 37) 


Cuicaco — Gold Seal Cumpany | 
announced last week that it will | 


open 28 new markets throughout 


the country this fall for its Glass | 


Wax, with a full-page ad in Sep- 
tember and another in October in 
one or more newspapers in each 
market. 

The company, which is back- 
stopping its newspaper promotion 
with its first magazine campaign 
plus 


for the first time to open 14 mar- 
kets there, including Miami, New 
Orleans, Memphis and Knoxville. 
Others will be in the West Coast 


area, New England, and Pennsyl-| 


vania, Indiana, Arkansas and 
Oklahoma. 

In addition to magazines, Sun- 
day rotogravure sections of three 


daily newspapers will run full-| 


color pages —the New York News, 


Philadelphia Inquirer and Chicago | 


Tribune. A total of ten full-color 
pages will run in magazines. and 
roto in 14 weeks. 

An 8-column, 8-page brochure 
in full newspaper size and written 
in editorial style is being used as 
a selling tool for salesmen as well 
as a mailing piece to the trade. 
Dealer aids are being distributed, 
including a 6-page consumer 
handout or mailing folder, and 
window display materials such as 
an arrow sticker headed “Glass 
Wax Cleaned This” to be pointed 
at a smear of Glass Wax with the 
center wiped clean. 

Retailers are being urged to dis- 
play a few cans in many depart- 
ments with merchandise that 
Glass Wax cleans, such as mir- 
rors, kitchen equipment, silver- 
ware, jewelry, crystal, electrical 
appliances and bathroom fixtures. 

Campbell-Mithun here is the 
agency. 


SKF Uses 23 Magazines 
for Pillow Block Drive 


SKF Industries, Inc., Philadel- 
phia, is launching a campaign to 
introduce the new and redesigned 


line of ball and roller bearing pil- | 


low blocks in 21 business papers 
and two national magazines. The 
promotion also includes a training 
program for district and branch 
managers and a 16 mm. slide film 
for use in distributor meetings. 

A series of four full-page ads 
will be staggered in the 21 busi- 


ness papers and Business Week| 


and Newsweek. Copy for the busi- 
ness papers is prepared by the 
company’s advertising department, 
while Geare-Marston, Inc., New 
York, prepared the ads for the 
two national magazines. 


Dotted Liners Elect 


Harry H. Melville, Simmons 
Boardman Publishing Corp., has 
been elected president of the 
Cleveland Dotted Line Club. May- 
nard S. Kearney, McGraw-Hill 
Publishing Co., has been named 
vice-president and treasurer and 
Will J. Feddery, Hardware Age, 
secretary. 


Kester Joins Klein 

Melvin E. Kester, formerly art 
director of Kilroy, Hague & At- 
kins, Charlotte, N. C., and Ken 
Noble Ltd., Wilmington, has 
joined Wallace E. Klein Company, 
Charlotte agency, as director of 
art and production. 


Nesbitt Named A.M. 


Charles J. Nesbitt, 


with Montgomery Ward & Co., 
Chicago, has been appointed ad-| 
vertising manager of Hallicrafters 
Co., 


Chicago. 
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Maclean Named Director 


| Ethel W. Maclean, vice-presi- 
dent in charge of the New York 
| division of Muzak Corp., New 
| York, has been elected a director 
|of the organization, succeeding 
| Raymond Rubicam, who recently 
| resigned and now resides in Ari- 
| zona. 


St. Regis Names Jackson 

Norton B. Jackson, formerly ad- 
vertising manager of the Ameri- 
can Can Co., has been appointed 


advertising manager of the St.|J. Splittstoesser has been elected 
Regis Sales Corp., Montreal, sub- chairman of the board. 
sidiary of St. Regis Paper Co., ———— 
Montreal. Appoints Stewart 

Peter B. Stewart has _ been 
named advertising and sales pro- 


Agency Incorporates 
C. H. Chapman, president, 
announced the incorporation of 
his agency in Detroit as the Chap- » , 
man Advertising Agency, Inc. The) MacFarlane Joins Gorrie 
agency has been in operation; Alex MacFarlane, formerly 
since 1927. Other officers are: Dr.|with Blueprints Ltd., Montreal 
C. L. Candler, vice-president; Al-|lithographer, has joined Gorrie 
thea Haglund, secretary, Advertising Service Ltd.,; Toronto, 
M. C. Sullivan, treasurer. William‘ as salesman for western Ontario. 


ucts Ltd., Montreal. 


Delman to Spadea 

Delman Shoes, New York, has 
appointed Spadea, Inc., New York, 
to handle its advertising. 


—_ motion manager of Building Prod- | 


Dayton 1, Ohio Branch-O ces in Printi 


“aml Send for “Gallery of Awards 


the Arthur Godfrey CBS) 
show beginning later this month 
(AA, Aug. 9), will enter the South | 


But the eye alone can never measure the perfect shade 
of white for faithful color reproduction. Chillicothe 
White is the result of the recommendations of leading 
offset printers. It supports every color without change. 
It’s white for the press—bright for the press—right for 


the press. 


Another hidden value of Chillicothe Offset is the 
built-in moisture content that makes for perfect register 
—guards against shrink, stretch, curl, and lint. 


formerly | 


portant Teatures are Sometimes Hidden 


@ When you hold a sample sheet of Chillicothe Offset 
between your fingers, you can sense immediately that 
here is a fine quality paper stock. 


It invites worry-tree realistic reproduction without 
exacting a premium in printers’ skill. 


CHAMOIS TEXT ° 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 
CHILLOTINTS 


GREETING CARD PAPETERIES 


—ask us about them 


THE CHILLICOTHE PAPER co. 


CHILLIC THE, OHIO 
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Boosts Sub Price 


The New York Journal of Com- 
merce has raised its subscription 
price to $30 annually, $16 semi- 
annually and $9 for a three-month | 
period. Former rates were $20, 
$11 and $6, respectively. 


‘Nance Joins Townsend 


Winnford W. Nance, formerly in 
the market research, merchandis- 
ing and media departments in the 
Los Angeles office of Lennen & 
Mitchell, has joined the sales staff | 
|'of the Los Angeles office of Ed- 


1935-39 EQUALS 100” 


Federal Reserve Figures on Department Store Sales 


Week to Aug. 7, p258 
Week to July 31, ’48*.234 
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STORE 
SALES INDEX 


WASHINGTON—Dollar volume of) in different sections of the coun- 


Week to Aug. 9, ’47*.. 
department store sales in the U. S. try. Historically, the sales index = eae 


Week to Aug. 2, ’47*. .220 
Month of June, ’48. .p313 
Month of June, ’47.. .289 


' ward S. Townsend Co., publishers’ 


representative. 

| Bet Your Copy Will Fit - - eee for the week ended Aug. 16 curve continues upward from mid- 

: without bother of Burns Joins WGN showed a sharp 16% rise over the August until Christmas, with 

Hendy card simplifies copy fitting. “storey J. A. Burns, a member of the corresponding week of last year,| three minor valleys after Labor 

4 goes line-tor- advertising department of the Chi-| according to Federal Reserve’ Day, in mid-October and after 

Tribune for the past Sant | Board reports. Thanksgiving. 

+ Yekime, Washington. WGN. | dex increased from 223 for the! led the districts with a 24% sales 
/Same week last year to 258 this! increase during the week of Aug.| mond (fifth) districts both reg- 


Yj year. The index figure of 258 also| 16, and was followed by the! istered 12% gains. 


pPreliminary. 
*Not adjusted seasonally. 


| was up markedly from 234 for the Kansas City (10th) district, 23%;| Houston again led the cities 
| week ended July 31 (this year), the Cleveland (fourth) district,| with a 34% increase, followed by 
and 231 for the week ended 22%; and the Chicago (seventh) | Louisville, 33% and Little Rock, 
July 24. district, 21%. 32%. Seattle and Nashville were 
Introductions of new fall mer-| The Boston (first) district| at the other end of the scale with 
chandise, se asonai markdowns, showed the smallest year-to-year | but a 6% rise each. 
and cooler weather were variously | increase with a 9% rise, while the The monthly report on chain 
| credited for the year-to-year rise) New York (second) and Rich-| store and mail-order sales for 
June, compiled by the office of 
business economics of the Com- 
merce Department, showed that 
dollar volume of sales for the 
month were up 16% over the 
same month last year. 
| Chain store and mail-order sales 
‘totaled $2,313,000,000, bringing the 
| total for the first six months to 


OUR BUSINESS IS THE HANDLING OF 


PREMIUM ond CONTEST Respons 


FREE 16 PAGE BOOKLET 


ddocialed Activities Iuc 


Ge MINNEAPOLIS 3, MINNESOTA 


Education... major Industry 


California’ s mission schools date 
back before Plymouth Rock... But 
on April 3, 1848,in San Francisco, one Thomas 
Douglass, graduate of Yale College, started the 
first American school in California with six 
pupils, had thirty-eight six weeks later... when 
he skipped to the gold fields! 

The gold strike of 1848 seems to have 
expedited education ... By 1851, three years. 
later, the Jesuits had started Santa Clara 
College, and in 1855 followed with what is 
now the University of San Francisco. The 


in 1947 only by New York and Chicago. 

Unique also are...the university degree 
plus a postgraduate year required for high 
school teachers...special services and remedial 
instruction for disabled and defective children 
.--adult education schools with attendance of 
32,846 .. . and literally hundreds of cultural 
and avocational courses. 

Significant, too, of a population of over- 
average literacy is a newspaper such as The 
Chronicle...Essential to the well-informed 
because it affords the best fare of general 


| $13,136,000,000, an increase of 13% 
over the same period last year. 
| Second-quarter sales of non- 
durable goods in general merchan- 
| dise and apparel stores were about 
above first-quarter totals; 
grocery and eating places were up 
'3% from quarter to quarter. In 
'the durable goods field, automo- 
tive accessory stores reported a 
| 20% increase and building mate- 
rials and hardware were up 8 and 
| 6% respectively. 
| Seasonally adjusted sales in 


|' most trades for June were larger 


| than in May, with grocery stores a 
| major exception, off 4%. It was 
| the first sizable decrease in chain 
| grocery sales in 12 months, dur- 
| ing which time the trend was con- 


| tinuously upward. 
Yr.-to-Yr. % Gain 
6 Mo. Mo, Week 
| Federal Reserve Jan.- of Aug. 


and world news of any paper West of 
% New York...The Chronicle never 


neglects the near view and indigenous 


University of California opened in 1868, /\y 
Stanford in 1885. Currently higher \¥ 
: education in California is better known 


for Annual Bowl contests, than for its interests, averages highest in local news 


many and frequent contributions to stories...impartially supports or slaps 


nuclear physics, atomic and cosmic ray down parties, office holders, labor, business 


: F research, astronomy, archaeology, public _ per the individual instance...and is respected | district and city May dene VJ 
«ati UNITED STATES. 7 1: 
3 service, aviation, oceanography, paleobotany, even where it isn’t liked! | 4 
vineering socio rv. “nce New Haven .... 0 —3 17 
engineering and sociology Inconsequence, and uniquely—Chronicle i --*~ 
circulation cuts across class lines, selective by | Springfield ..... 5 20 + 
| Providence ..... 0 5 0 
Epucation center of the state is San 1Q rather than income... yet is sizeable...one | wew York District 5 11 12 
Francisco. Eleven Bay Area universities and in three city families, one in four suburban. 7 
colleges in 1947 had 44,193 students,and the The result is a real medium for mass or class 
nine junior colleges 20,568—38%, over 1940, —mainstay of major department stores and Syracuse ....... 
with Gl benefit students 39°, of the total. specialty chains, magnet for high-bracket, Philadelphia .... 7 13 12 
San Francisco's 195 public schoolsinclude high-fashion charge customers and Market Cheveland District. 8 is 
: 78 kindergartens, 90 grade schools, 9 senior Street sale crowds... good prospect picker for Cincinnati ...... 6 10 27 
4 high, 11 junior high... have 3,130 teachers, products sold in corner stores, choice bonds | Columbus ...... 10 18287 
127,902 students. Privateand parochialschools or chocolate bars, cars or costume jewelry, 16 
ttsburgh ..... 7 2 
» add another 22,314... Public school property anything worthy of a worthy customer. And | Richmond District 4 12 12 
iS Vv li | Washington 3 3 11 
is valued at $50 million plus. The $216.67 worth knowing better, for both its market | ae. Fee 13 
; spent per daily attendance was exceeded and its motive power. See any SFW man! Atlanta District 7 13 16 
Pe y See any F Birmingham .... 12 15 11 
? | Atlanta ...... 7 12 17 
: San Francisco New Orleans 2 9B 
ay Nashville ....... 2 20 6 
, ‘ ndianapolis 2 22 
i New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles =" eee 10 11 16 
é Milwaukee ..... 13 13 22 
u | St. Louis District 7 20 24 
: | Little Rock ..... 7 13 32 
: — | Louisville ...... 11 13 3 
| Memphis ....... 4 11 23 
Minneapolis Dist... 7 9 
Minneapolis 8 7 bg 
Duluth-Superior. 14 22 ° 
Kansas City Dist... 8 11 23 
| 4 6 16 
| Wichita ........ 9 3 20 
Kansas City .... 10 11 29 
Bt. «6 1 26 
| Oklahoma City.. 10 18 21 
18 18 30 
| Dallas Distriet .... 11 17 15 
5 6 10 
Fort Worth ..... 9 16 8 
23 33 34 
San Antonio .... 10 18 15 
San Francisco Dist. 8 16 r1i 
Los Angeles Area 0 8 21 
9 19 18 
San Francisco 2 12 11 
Portiand ...... 8 12 10 
Salt Lake City 6 14 
San Francisco College for Women | Seattle ......... 2 12 6 
r—Revised. 


*Data not available. 
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Advertising 


‘Loves of Carmen’ | 


(Still Bizet’'s Gal) 
Gets Tie-in Push 


New Yorx—Carmen, that first 
cigaret girl to give a man trouble, 
appeared originally in a Spanish 
tale. Then Prosper Merimee wrote 
about her. Bizet followed with his 
opera, and adaptations include the 
recent “Carmen Jones” opera and 
a four-star French film version. 

It remains for Columbia Pic- 
tures, however, to cash in prop- 
erly on Carmen. Columbia’s “‘The 
Loves of Carmen” may or may 
not have the artistic merits of the 
French film and earlier versions, 
but it positively will outshine the 
others promotionally. To back 
“The Loves of Carmen,” Columbia 
has put together a set of tie-ins 
the likes of which have not been 
seen since “Duel in the Sun.” 

In addition, the film, starring 
Rita Hayworth and Glenn Ford, 
will be promoted in magazines 
starting in mid-September, in 
newspapers starting in New York 
Aug. 24-25, in radio, store adver- 
tising, outdoor and other media. 

Howard Ketcham, color engi- 
neer, selected a “Carmen Red,” 
which is appearing in fall fashion | 
lines; Dr. Frederick Wertham, the | 
bogeyman of the comics magazine 
publishers, has written a psycho-| 
analytical study of Carmen which | 
will be published in a national | 
magazine; Bradshaw Crandell/| 
turned out the artwork for the 
campaign; Sophie Kerr has pre- | 
pared a 30-instalment serialized | 
version of the picture for 600) 
newspapers served by NEA. 


A Dance, an Album, a Doll | 

Further, Arthur Murray is to in- | 
troduce a dance called the Car-. 
men Flamenco in his schools in 
150 cities; John Powers, the model | 
man, has selected the “most typ- | 
ical Spanish beauty” from his | 
bevy; Ray Block, CBS conductor, | 
has researched flamenco music in | 
preparation for a record album in| 
the fall; and there will be a Car-| 
men doll, on which stores hope to} 
reap a harvest rivaling “Sparkle | 
Plenty.” 

Further, Columbia says it has 
effected merchandising tie - ups 
with more than 35 national manu- | 
facturers and designers. 

Participating in the cooperative | 
campaign will be McCall 
Pocket Books, Studebaker, Lever | 


Bros., Liggett & Myers and Max} 
Factor. | 

Columbia’s agency is Weiss & | 
Geller. 


Campaign Tells | Case | 
Name Change to Hall , 


The name of Case Clothes, a} 
clothing chain with 20 units in 
New England, Ohio and Virginia, | 
has been changed to Robert Hall 
Clothes. Louis H. Ellenberg is 
president of both chains. The 
Robert Hall chain now totals 52) 
units in the East, South and Mid- 
west. 

A newspaper campaign in 20 
cities and singing commercials and | 
15 minute programs on more than 
35 stations, keyed to the theme, | 
“Everything’s the same except the 
name,” has been 
agency is Sawdon Advertising Co., 
New York. 


Drackett Ups Mendoza 


A. R. Mendoza, Canadian divi- 
sional sales manager, has been 
named vice-president and general | 
manager of Drackett Co. of Can- | 
ada, Toronto. He will continue 
to supervise merchandising opera- 
tions for Drano and Wijindex 
cleaners. 


‘rector of Mrs. 


launched. The) 


‘Returns to Detroit 


W. T. Dickson, advertising di- | 
Anna Roosevelt | 
Boettinger’s Arizona Times, Phoe- 
nix, until its recent sale, has re- 
turned to the advertising depart- 
ment of the Detroit 
salesman. 


‘BH&G’ Adds Feature 


Better Homes & Gardens, Des 
Moines, will have a record col- 
umn, to be known as 


Times as'| 


“Better| 
|Homes & Gardens Picks the Best 


| New Records,” as a new monthly 
feature starting with the Sep- 
|tember issue. The column will be 


|written by Irving Kolodin, for- 
merly editor of the Saturday Re- 
view of Recordings. 


Names Jewell Agency 

Duchess Party Foods, Oakland 
and San Francisco, has named 
Jewell Advertising Agency, Oak- 
land, to handle its advertising and 
sales promotion. Newspapers, 
magazines and direct mail will be 
used. 


'Bradshaw Names Profit 


| “Bradshaw’s British & Interna- 
'tional Air Guide” has appointed 
John R. Profit, New York, to 
handle its United States adver- 
tising and public relations. The 
“Guide” gives complete informa- 
tion on all airlines and their flight 

| schedules. 


Ward Tests New Bread | 


Ward Baking Co., New York, is 
testing a new white bread called 
Homespun in newspapers and 


Holyoke, Mass. 


loaf. The agency 


Thompson Co., 


radio stations in Springfield and 
The new 
sliced bread sells for 21 cents a 
is J. Waiter 
New York. 


thin 


Addressed, gummed, perforated labels 
6,000 TAXICAB FLEET OPERATIONS 


9%4% accurate. 
Sample 1,000 $12. 
25% with order. 


$7 per 
Balance C.O.D. + 


The Taxicab Operator Magazine 


1737 Howard St., 


Chicago 26, Ill. 
AMBassador 1319 


You get more advertising up at the point-of-sale with 
Myst1k “Self-Stik’’ Signs—because Mystik is easy to 
put up. Since 1931 nearly 10 billion MystiIxK signs and 
specialties have been used to create sales of many types 
of products. Mystik is the famous patented printing material 
with the self-stik adhesive back. To display a Mystik 
sign, just peel off the protective backing and press it on. 
Easy to remove; too. Let us show you how Mystik will 
work for you. Phone or write now. 


ON TRUCKS 


ON YOUR PRODUCT 


FREE: Write for 20-page brochure of Mystik ideas and other 


suggestions for 


2639 N. KILDARE « CHICAGO 39 + SPAULDING 1600 « In New York: 1775 Broadway — Offices in all other Principal Cities 


Swaney Appoints Shears» 


Glen E. Shears, formerly an ac- | 


count executive and copy’ director 
of Hill-Blackett, Inc., has been 
named creative director of Morris 
F. Swaney, Inc., making his head- 
quarters in Chicago. 


point-of-sale advertising that sells. 


*Trade Mark Registered 
Mystik Print Patented 


“CHICAGO C0. 


In Point-of-Sale Advertising 


(Message ane sides) 


ON SHELF EDGES 


ON THE CASH REGISTER 
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Advertising Agd, Augus 4 


REALISTIC SPECTACULAR—This new spectacular of Acme Beer, Los Angeles, 

installed in San Diego, features a night photograph of an 1860 train with fire 

and smoke pouring from its stack, steam escaping from its boilers, wheels churn- 

ing, and countryside flashing by. It is one of several such signs to be erected 
in West Coast cities. Brisacher, Van Norden & Staff is the agency. 


SALES TALK—Shown at the first national sales convention of the Gold Seal Co. 
at Bismarck, N. D., are (left to right): Harold Schafer, president, Gold Seal; 
Don McGee, account executive, Campbell-Mithun, Inc., the company's agency; 
Ray O. Mithun, president, Campbell-Mithun; Ear! Witt, sales director, and 
Thomas Kleppe, vice-president and treasurer, Gold Seal Co. (Story on Page 33.) 


LIEBMANN PARADE—Commercials on the telecast “Miss Rheingold Candi- 

dates" feature a parade of Rheingold products before a grandstand of little 

people. Some 63,600 changes in position were shot in the films to give the illu- 

sion of motion. The Rheingold telecast, through Foote, Cone & Belding, is being 
carried on four New York stations. 


OGRAPHIC REVIEW THE 


ADDITION—This new minute-timer, a 
new product in the line of National 
Pressure Cooker Co., Eau Claire, Wis., 
will go on sale in department stores 
throughout the country about Sept. |. 
It's made of satin-finish aluminum with 
a white plastic dial set with black 
numerals. 


PREPARING FOR UN WEEK—Don Francisco (left), a vice-president of the 

J. Walter Thompson Co., Clark M. Eichelberger, director of the American Asso- 

ciation for the United Nations, and Ken R. Dyke, vice-president of NBC, look 

satisfied with the United Nations posters to be distributed throughout the 

country for United Nations Week, Oct. 17-24. JWT designed the poster and 
NBC sponsors UN Week. 


OLD AND NEW—The old label (left) 
for Silvo liquid silver polish, made by 
R. T. French Co., Rochester, N. Y., has 
been simplified in the new design shown 
at right. A national campaign for the 
product is being handled by Richard A. 
Foley Advertising Agency, Philadelphia. 


La 
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ae 
» 


PROMOTER—This is the cover illustra- 
tion for a new dealer and executive 
portfolio to stimulate sales of domestic 
gas ranges, part of a merchandising 
campaign sponsored by the domestic 
gas range committee of the residential 
gas section, American Gas Association, 


New York. 


CURIOSITY SATISFIED—The teaser poster at the top has been replaced by the 
new Ford spectacular shown in the lower picture, which includes a rotating turn- 
table to accommodate displays of Ford models. The unit was produced by 
Pontiac Outdoor Advertising (located, incidentally, on Cadillac Ave.) and ‘s 
situated directly across West Grand Blvd. from the General Motors building. 
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HONOR VAN GUNTEN’S 25TH ANNIVERSARY—At a luncheon at the Chicago Athletic Club, media men got together to 
celebrate the 25th year as space buyer of H. Russell Van Gunten, of Foote, Cone & Belding, and present him a life member- 
ship in his college fraternity, Sigma Chi. Seated clockwise around the table are (foreground): Bob Davis, Ladies’ Home 
Journal; (rear) W. D. Washburn, McCall's; Larry Meyer, International Cellucotton Products; F. L. Eason, L. W. Ramsey Ad- 
vertising Agency; Russ Van Gunten; Al Degen, Macfadden Publications; George McCausland, Progressive Grocer; Ned 
Chase, Country Gentleman, and Harry Hurlbut, McCall's. Standing; Al Frifield, Foote, Cone & Belding; John Pollock, Mac- 
fadden; W. R. Forrest, Foote, Cone & Belding; Gene Davis, The Saturday Evening Post; Rex Gay, Redbook; A! Matheny, 
Progressive Grocer, and Hi Schuster, of Look. 


2 

: 
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FoR PROFTTS SMART DEALERS KNOW 


Paramount Sets Video 


Transcription Rates 


Paramount Pictures, New York, 
has released a television tran- 
scription service rate card with 
charges ranging from $550 per 
hour to $200 for 10 minutes. These 
prices include delivery of sight 


and sound negatives, to be avail-| 


able one minute after the pro- 
gram is off the air. 

Release prices for one to nine 
prints are: 16 mm., $18 each for 
10 minutes, to $108 each for one 
hour; 35 mm., $45 each for 10 
minutes, to $270 for one hour. 


Two Join Fawcett 
Howard W. Taylor, 


been appointed advertising man- 
ager of the Fawcett Comics Group. 
Judith Gardner Field, former fea- 
ture editor of Hillman Publica- 
tions, New York, has been ap- 
pointed associate editor of True 
Confessions. 


Signs Barry Wood Show 


Stegmaier Brewing Co., Wilkes- 
Barre, Pa., is sponsoring the Barry 
Wood show, a Frederic W. Ziv | 
transcribed package, in 14 New 
York and Pennsylvania markets. 
Crelly Advertising Agency, 
Wilkes-Barre, handles the account. 


WIJOY Names Rambeau 


Station WJOY, Burlington, Vt., 


“has named the William G. Ram- 
beau Co. as its national repre-| 


sentative. 


formerly | 
with Pathfinder, New York, has | 


two lines. 


ounts on insertions 


HELP WANTED - 


_ POSITIONS WANTED 
BRIGHT GIRL COPYWRITER 


FRED J. MASTERSON 


ADVERTISING & PUBLISHING with 6 yrs. experience in western 
| PERSONNEL 4-A agency available for eastern 
Executive—Creative—Adv. Sales agency in Sept., pref. N.Y. Journal- 
Resumes confidentially considered.| ism grad; complete background. En- 


N. Wabash, _Fra, 0115, Chicago ergetic, hard worker 
ADVERTISING; Young man experi- Box 9725, ADVERTISING AGE 

| enced in dummying newspapers, ca- 100 E. Ohio St., Chicago 11, Ill. 
pable of dealing with advertisers, Advertising Manager who knows the 
cuts, and general! dispatch desk) business, would make change if of- 

| work. Permanent Position, good pay,| fered proper incentive. Now in hor-| 
housing guaranteed. Write Frank 


ticultural field. Experienced in Ad-| 
Katterjohn, Printing)! vertising, catalogs, publicity, 
J 


Corp., Evansvil! Indiana. | photography. Versatile writer. Make 
ADV! L TY POSITIONS Box $728, ADVERTISING AGE 
Sales—Creative—Executive | 330 W. 42nd St., New York, 18, N.Y. 


Consult our H. KR. Hazard Missouri University Se hool of Jour- 
GEORGE WILLIAMS CO.—Personnel, nalism graduate desires position in 
| 200 S. State St., Har. 2063, Chicago Production Department of Advertis- 
ACCOUNT EXECUTIVE ing Agency or Publishing Honse. 
Wanted for Chicago Agency Both Army and civilian experience 
Man who has some billing and can| in production. Available Sept. 15. 
service additional accounts we will| References furnished. - 
turn over to him. Top money and| G. McRae, 9225 Midland, St. 
a real opportunity to become part| 14, Missouri. 
of one of the finest medium sized ADVERTISING and SALES 
agencies in Chicago. All our people} PROMOTION EXECUTIVE 
know of this advertisement so write! Now associated with large Chicago 
fully. manufacturer desires greater oppor- | 


Louis 


Box 9727, ADVERTISING AGE tunity with progressive growing 
100 E. Ohio St., Chicago 11, Ill. company or advertising agency. 


Thoroughly experienced in maga- 
Expansion of advertising depart- Zine, direct mail and publicity cam- 
| ment of farm equipment manufac- | Paigns. Familiar with making budg- 
turer provides opening for compe-|*ts 4nd schedules and supervising 
tent man to get in on ground floor.| Sales training and sales contests. 
Must be able to plan and write with| Experienced in client contact. Good 
minimum supervision circulars, fold-| public speaker. University Graduate. 
ers, displays, catalogs. Farm back-| Ex Naval Officer. Age 37 and single. 
ground and knowledge of hardware, | Box 9721, ADV ERTISING AGE 
implement, feed and seed markets 100 E. Ohio St., Chicago 11, Ill. 
| desirable but not essential. Give full| PACKAGING ARTIST—Free Lance 
details in first letter: Education, ex-| 12 yrs. Exp. Creative, Eye Appeal-| 
perience, reading habits, hobbies,| ing Designs, Crisp color comprehen- 
and other information that will help! sives and Finish art work. 
us get acquainted. Address: Box %729, ADVERTISING AGE 
Box 9730, ADVERTISING AGE 100 E. Ohio St., Chicago 11, Ill. 


| JS PHIS YOUR OPPORTUNITY? 


Write Lowell | 


‘End Allowances 
to Reduce Prices. 
Safeway Urges 


OAKLAND — “If advertising and 
other promotional allowances are 
discontinued and their cost reflect- | 
ed in a reduced price, the retailer 
will be able to use his own judg- 
ment in selecting items, media 
jand time for his advertising,” 
Lingan A. Warren, president of 
Safeway Stores, Inc., has written 
to C. C. Precure, president of Na- 
|tional Association of Retail Gro- 
cers, Chicago. 

“At the present time,” he added, 
‘the grocer “is often forced to pro- 
mote items against his better judg- 


ment for the sole purpose of pro- | 


tecting his right to a promotional 
allowance.” 

Mr. Warren said that Safeway 
“heartily endorses” resolutions on 
|advertising, promotional and dis- 
|play allowances, floor stock pro- 
tection and quantity discounts 
adopted by NARGUS in Atlantic 
|City in June. 

“We have been convinced for 


years,” he told Mr. Precure, “that | 


allowances of this type are dis- 
|criminatory as between buyers, 
|that in most instances they cannot 


be justified by savings to the | 


manufacturer, and that their pri- 
mary purpose is to enable the! 
| manufacturer to force unwanted | 
/merchandise on the wholesale and | 


100 E. Ohio St., Chicago 11, I). 


MIRRO-PRODUCTS COMPANY 


High Point 2. North Carolina 


Are You a COPYWRITER... 


—who has served his apprenticeship 
but still has his biggest future ahead 
of him... 

—who has the imagination to discover 
the dramatic selling theme in a prod- 
uct—and the creative facility to put 
it into persuasive words... 

—who has outgrown his present spot 
—or who ost in the ruck of a too- 
big organization 
—who wants Tf 
place in a long-established 
ompany 

—who likes to be a par rt of a friend! y, 
work-together advertising team... 
—who would appreciate living in a 
pleasant, cultural Ohio River city... 


build a permanent 
steadily 


growing Cc 


Then the nation's oldest pharmaceutical 
manufacturer has an opening for you on 
its growing py staff, creating all types 
of copy to physicians and pharmacists 
Working onditions are tops quiet 
suburban surroundings away tron Jown 
town neat ang grime, ft 3 ompany 
that believes employees are human be 
ings. 
Write please don't phone or send 


sampies) 
Director of Advertising and Promotion 


THE WM. S. MERRELL COMPANY 
Cincinnati 15, Ohio 


TODAY'S TOP VALUE 


Ad executive (forté copy) will deliver 
to a "lets - convert - Starch - to - sales’ 
agency [or client) top mail order 
experience including .work-packed 
background in merchandising and 
planning; and, best of all, a hopping, 
popping potential. Have already 
reached my future in present connec- 
tion. Earning $8000—will go “side- 
ways’ for a while in a spot with a 
vista. Prefer Chicago location. 
Under 30, married. 


Box 7142 ADVERTISING AGE, 
100 E. Ohio St., Chicago II, Ill. 


Publisher's Representative 
located in Chicago and covering five 
midwest states, wants additi 
azines. Strictly commission basis. Ex- 
perienced in and trade 
fields. Best of references. 

Box 7131, ADVERTISING AGE 
100 E. Ohio St., Chicago I}, Ill 


Meqg- 


consumer 


OPPORTUNITY KNOCKS | man and type counselor with knowl- 


for a woman who wants to come to 
the Southwest! Well established 
agency in fast-growing Southwest- | 
tary-stenographer who knows agen- 
icy business office work thoroughly, } 
likes busy atmosphere, is ambitious 
and able to get along with people in 
crowded office. Neat, attractive per- > ‘ r OF 
sonality desirable. Send detailed ap- EITISING AGE 
plication and snap-shot to: 


experience. 
ing faculty of one of the 


42, married, 
a year and a futur 


ART DIRECTOR, Top flight layout- | 


larger 
art schools. Successfully conducting | the part of the manufacturer . 


with | 
printer or publisher. 
Must be in or near Chicago. Age} 
salary $7,800 


retail distributors. We believe 
that all allowances should be rea- 


edge of production. Has 20 years| sonable and that they should be) 
i Also has served on teach- 


supported by actual savings on 


Must Discriminate 


“No attempt has been made by 
manufacturers to use a quantity 


| discount schedule which can be| market, 


Box 9732, ADVERTISING AGE Personable young man, 33, 

100 E. Ohio St., Chicago 11, IN. - 
P. S. MEN—If you know a girl who | er as rep. or space 
would be interested in this ad, please 
show it to her. 


| | PUBLISHER’S 


REPRESENTATIVE 
desires | Costs. 


| permanent connection with publish-| maximum saving 
salesman. 4 years 


justified by a savings in delivery 
We are convinced that the 
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British Companies 


Prep for TV Set 
Race in Canada 


Toronto—Broadcasting experts 
don’t expect this country’s televi- 
sion stations to go on the air be- 
|fore next summer, but there are 
|already signs of the coming battle 
for Canada’s receiver market. 
| Two leading British manufac- 
turers, gambling on television’s ar- 
rival here within a year, are pre- 
|paring for early production in 
Canadian factories, the Financial 
Post reports. 

Pye Ltd. has leased factory 
space in a war surplus commu- 
nity 20 miles east of Toronto for 
its Canadian subsidiary. A. C. 
Cossor Ltd., maker of electronic 
equipment for two years in Can- 
lada, has established a factory at 
Halifax for the manufacture of 
video sets and electronic equip- 
ment. 

Third entry in the sweepstakes 
is Electrical & Musical Industries, 
janother British company, which 
has just completed a survey of the 
field. The Post says this company 
|is negotiating for sales of trans- 
|mitters to CBC. 


Will Rule in October 


The Department of Transport is 
expected to rule in October on ap- 
| peheatione for station licenses filed 
with CBC in May. 

Although the Canadian Stand- 
ards Association has not yet an- 
|}nounced a preliminary set of 
'standards to guide manufacturers, 
the British companies say their 
Canadian sets will be tailored to 
the market’s needs. 

One factor favoring the English 
firms in the competition for the 
the Post said, is the 
shortage of United States dollars. 
|In the early stages especially, the 


is enjoyed on|U. S. dollar content of Canadian- 
experience in distribution, sales pro-|the largest shipment that can be|made sets would be high because 
motion and specialized dealer oon made as a unit, which for grocery 


of the import of cathode ray 


AGENCY POSITION—fashion art di-| tacts. Prefer Chicago area, as : dara 
| rector. Competence in both visual| tacts would prove invaluable, “put | Products, is a full carload or truck-|tubes and other parts. Britain, 
| and comprehensive layout required.! free to travel. | load, and that all quantity dis- | |however, can obtain parts from 
| Retail experience desirable. Box 9726, 


ADVERTISING AG 
I 


100 E. Ohio St., C hicago 11, 


30x 9733, ADVERTISING AGE 

B. Ohio Bt., Chicago 11, 1 CONTACT EXECUTIVE 
AGENCY Opening for personable sive experience in the display and 
young fashion coordinator and copy-| ynojint-of-sale_ field. Recently with 


| writer, Preferably 2 years or more| jeading Lithographer servicing top 
retail experience. Opportunity for| accounts. Executive and administra- 
development in both contact and| tive ability, with capacity to assume 
creative fields. State background. broad and varied responsibilities. 
Box 9734, ADVERTISING AGE Fine appearance; 2 years Art Di- 
100 E. Ohio St., Chicago 11, Ill. rector for one of the largest Dis- 
POSITIONS w ANTE D tillers Creative know _ production, | 
— copy, merchandising. Sales back-| 
-Man-Hunting Woman At Large ground with road experience. Vet-| 
Qualifications of man I seek: has! ¢ran Out of town preferred. 
big ideas. . courage .. . vision fox 9738. ADVERTISING AGE 
Heads a small agency. Is no-kidding | 994 Ww. 


42nd St., Ne w York 18, N.Y. 


dam busy. Needs people who double 


and redouble in brass. Dreams of|~ 

economy pkg. production mer.-lay- Iscr ANEOU 
out artist-copywriter-visualizer-art fe NURSE-MAID to infant aec- 
| director-secretary-oiler of troubled) ¢ounts. Years with agency on na- 


waters and wife shopper. Shall we) tional accounts, but most interested 
talk it over? Chicago preferred.| jn starting beginners off on the 
$5,000. right foot. 
Box 9724, ADVERTISING AGE J. R. Roux (Ad-Visor) 
___100 E. Ohio St., Chicago 11, Ill. 4F, 216 S. 7th, St. Louis 2, Mo. 


to plan, write, design, handle pro-'| PHOTO RETOUCHING 


duction offers his seasoned experi- t mode 
ence as a.m., service agency prin- ing at reas. Fates. 


rr Prompt mail service, Col. | 
| cipal, h.o. editor, printer to a Chi-| 9 
ago mfr. publr Age v., or typographer. 2489. G ch ppe, ntral Ave., 
Box 9735, ADVERTISING AGE __Chicago 44, Tilinois 
100 E. Ohio St., Chicago 11, Ill. Established commercial art studio 


| Vet. 25..2 yra. trade mag. . editorial is interested in relation or connec- 
experience, college educ. Desires tion with active or inactive party. 
edit. asst. or similar position. Pub-| Prefer man who could 
lishing or public relations. |} sales and personal contact. 
tox 9737, ADVE R TISING AGE | Box $736, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. ! 100 E. Ohio St., Chicago 11, Ill. 


ATTENTION: PRESIDENTS 


Capable Sales Executive available October Ist, 48 years of age, married 
with family. 


27 years experience in promoting the sale of food products through job- 
bers, chains, voluntaries, super markets, and independents on a national basis. 


Personal acquaintance with over 1200 jobbers and chain organizations, as 
well as 75 established food brokers throughout the country. 20 years service 
with General Foods Corporation as District Sales Manager. Past four years 
devoted in promoting the sale of a local product with local distribution and 
$25,000 annual sales in 1943 to national distribution and over $3,000,000 
annual sales in 1947. 


Interested in associating with a manufacturer, financially sound who can 
back up sales and distribution with a consistent advertising program, located 
in the middle west or west coast. 


| feel confident that if my past experience and record meets with your 
requirements that a satisfactory salary of five figures can be agreed upon, or 
compensation can be arranged on a per cent basis of gross sales. 


Box 7143, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


with exten- 


take over} 


‘counts should be related directly | 
‘to the savings enjoyed on such a 
| shipment. 

“The methods of granting floor 
stock protection against declines 
cannot help discriminate | 
against many retailers. The meth- 
od proposed by your association 
should help to eliminate the dis- 
crimination which now exists. 

“Safeway has carried on for 
|years what seemed to it to be a 
| single handed campaign against 
|these practices on the part of the 
|manufacturer. We are glad to 
‘know that your association is 
_ working toward the same goal.” 


| Keystone Net Adds 
17 Affiliates 


The Keystone Broadcasting Sys- 
tem, New York, has signed 17 new 
affiliates. The list _ includes: 
WOOF, Dothan, Ala.; WSWN, 
| Belle Glade, Fla.; WTAN, Clear- 
water, Fla.; KPST, Preston, Ida.; 
KIND, Independence, Kan.; KSLO, 
Opelousas, La.; WMRP, Flint, 
Mich.; WAPF, Macomb, Miss.; 
Philadelphia, Miss.; 
|WABZ, Albemarle, N. C.; WCEC, 


Rocky Mount, N. C.: KDIX, Dick- | 


inson, N.. D.: WLBG, Laurens, 
S. C.; WMRA, Myrtle Beach, 
KSST, Sulphur Springs, Tex.; 
| WHLF, South Boston, Va., and 
| WDNE, Elkins, W. Va. 
Some 350 outlets now are affil- 
|iated with the transcription net- 
| work. 


| 


Buys ‘Tucson Shopper’ 

Charles E. Doty, Cleveland, has 
purchased the Tucson Shopper, | 
Arizona shopping newspaper, from 
Julian M. Kaufman, who is plan-_| 
ning to open an advertising 
agency. 


Kennedy to Waterman 
Hugh L. Kennedy, formerly ac- | 
count executive of McKim Adver- 
| tising, Montreal, has been ap-| 
pointed assistant sales manager of | 
E. Waterman Co., Montreal. 


|parent companies in England or 
‘make them in its Canadian fac- 
tories. 

A point of view of the Canadian 
\radio industry was expressed by 
R. A. Hackbush, vice-president of 
| Stromberg- Carlson Co. of Toronto 
‘and chairman of the Radio Manu- 
facturers Association’s committee 
on FM and television: 

“Television is not going to help 
this industry right now. Sure, 
we’ve the know-how in Canada. 
But let’s not fly into it. We can 
lose (and in recent months have 
lost) enough money in radio with- 
out losing our shirts in television.” 


Simmons Pushes Electric 
Blanket as Cold Defense 


The Simmons Co., New York, 
will launch a fall campaign point- 
ing out that the electronic blanket 
can reduce susceptibility to colds. 
The first ad will appear in the 
Sept. 20 issue of Life and will ap- 
pear every week in either Life, 
The Saturday Evening Post or 
Time until Christmas. 

In addition, a campaign directed 
to the medical profession will ap- 

pear in Journal of the American 
| Medical Association and Current 


August through October. The 
| agency is Geyer, Newell & Ganger, 
|New York. 


Jantzen Introduces Bra 


Jantzen Knitting Mills, Port- 
land, Ore., will introduce a new 
brassiere in September using 


Mademoiselle exclusively for ad- 
I vertising this garment. The agency 
is Botsford, Constantine & Gard- 
| ner. 


Appoints Martin 

| Francis Martin, formerly with 
Station WOR, New York, has been 
| appointed station manager of Sta- 
'tion WLCR, Torrington, Conn., 


succeeding Fred Beiber, who has 
resigned. 
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Sept. 8-11. Advertising Typog- 
raphers Association of America, 


Lick Springs Hotel, French Lick, 
Ind. 

Sept. 13-14. National Association 
of Magazine Publishers, 29th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 15-18. National Associa- 


Cincinnati. 
Sept. 26-29. 


cialty National Association, 
nual convention, Palmer House, 
Chicago. 


Philadelphia. 
Oct. 1-3. 


22nd annual convention, French 


Mail Advertising 
Service Association, annual meet- | 


|Merck Names Paaske 


tion of Photo-Lithographers, an- | 
nual convention, Netherland Plaza, | 


ing, Bellevue - Stratford Hotel, 
Philadelphia. 
Sept. 26-29. Advertising Spe- 


an- | 


Sept. 29-Oct. 1. Direct Mail Ad- | 
vertising Association, annual con-" 
vention, Benjamin Franklin Hotel, 


Intercity Conference | 
of Women’s Advertising Clubs, 


Edgewater Beach Hotel, Chicago. | 


Oct. 11-12. 


Inland Daily Press 


Association, annual meeting, Con- | 


gress Hotel, Chicago. 
America, annual 
Oct. 25-27. 
tion, Waldorf-Astoria, New York. 
convention, Soreno Hotel, St. 
Petersburg, Fla. 
Nov. 15-20. Outdoor Advertising 


Association of America, 53rd an- 


Memphis. 


Howard B. Baldwin, formerly 
division manager in Michigan, 
Ohio and Indiana, for the Dia- 
mond Crystal Salt division of 
General Foods Corp., has formed 
his own sales company, to be 
known as H. B. Baldwin Co., with 


building, Detroit. The new com- 
pany will specialize in sales and 
service to food manufacturers 


igan, Ohio and Indiana. 


Oldsmobile Names Three 


Les F. Carlson has been named 
general merchandising and adver- 
tising head of the Oldsmobile di- 


Detroit. 
appointed assistant general man- 
ager of the department, which in- 
cludes all activities of advertising, 
sales and public relations. L. L. 


Johnson, manager of the organ- 
ization and analysis department, 
has been named administrative 
issistant to D. E. Ralaton, general 
sales manager. 


Kimball Names 3 V.P.s 


Alfred Ducato, 
Wakefield Advertising Agency, 
nas been appointed vice-president 
ind general manager in charge of 
the San Francisco office of Abbott 
Kimball Co. of California. Fran- 
es Keith has been named a vice- 
resident and Leon Paul Dacus, 
vice - president and art director. 
Both Miss Keith and Mr. Dacus 


iffice for several years. 


Ditsler Promoted 


R. E. Ditsler, who joined West- 
nghouse in 1930, has been ap- 
ointed merchandise manager of 


partment of the appliance division 


| refrigeration specialties de- 


East Springfield, Mass. 


Appoints Anthony 


Robert F. Anthony, formerly 


oromotion and publicity chief for 


Stations WJR and WJBK, Detroit, 
1as joined Lumber Fabricators, 
Ine., Detroit, as advertising di- 
‘ector. 


Oct. 20-23. Printing Industry of | 
convention, | 
Edgewater Beach Hotel, Chicago. | 
Association of Na- 
tional Advertisers, annual conven- | 


Baldwin Opens Own Firm 


headquarters in the Michigan) 


formerly with | 


Westinghouse Electric Corp., 


Nov. 8-10. Southern Newspaper 
Publishers Association, annual | 


nual convention, Hotel Peabody, | 


and processors throughout Mich- | 


| 


vision of General Motors Corp., | 
W. D. Lampey has been | 


iave been with the San Francisco | 


Thomas H. Paaske, formerly 
vice-president and general man- 
ager of C. E. Jamieson & Co. 
(Dom.) Ltd., Windsor, Ont., has 
been appointed sales manager of 
Merck & Co., Montreal, industrial 
and medicinal chemist. 


Grant Joins Behr 


Austin Grant has joined Karl G. 
Behr Advertising Agency, Detroit, 


‘Detroiter’ Names Lyon 


H. A. Lyon has been named)! 
manager of the “Detroiter,” the) 
official publication of the Detroit | 
Board of Commerce. 
formerly advertising manager of 
banks in Boston and New York. 


Old Lyme to BH&R | 
Old Lyme Hand Weavers, Inc.,| 
Old Lyme, Conn., maker of hand- | 
woven tweeds, has appointed | 


He handle its advertising. 


| Plans Kitchen Drive 


To Beatty & Oliver 


Home Journal, 
and the 


Life, Successful 


Progressive 


Federal Electric Products Co.,| Farmer. The agency is Ruthrauff 


Newark, N. J., has 
Beatty & Oliver, New York, 


The American Central division 
of Avco Mfg. Corp., Connersville, 
Ind., will launch a fall campaign | 
for American kitchens styled in 
steel in American Home, Better 


| 
| 


| & Ryan, Chicago. 


as an associate and director of 
radio and television. 


Byrne, Harrington & Roberts, New Homes & Gardens, Country Gen- 
York, to handle its advertising. 


tleman, Farm Journal, Ladies’ | 


SIGNS OF LONG LIFE 

FOR QUANTITY BUYERS 

THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft*® 
900 Kibby Lima, USA 


Matchless Moments with Oxford Paper 


by Tony Barlow 


PRINTER LIVES LIFE OF REILLY 
THANKS TO OXFORD PAPER 


r \HIS printer is running an off- 


set job on Oxford Maineflex 
Enamel—and with a paper like 


that, you can take it easy. 


In fact, all Oxford papers lighten 
the problem of turning out a good 
job. That goes for offset, gravure 
or letterpress—and Oxford makes 


many grades of coated and un- 


coated papers which assure easier 
handling and better on-the-press 
performance. 

Oxford Paper Merchants will be 
glad to back up this statement 


with samples which show the 


results others are getting—when 


you want the finest in quality and 


hard-hitting “selling in print.” 


Included in Oxford’s line of quality printing and label papers are: Polar 
Superfine Enamel, Maineflex Enamel Offset, Maineflex CIS Litho, 
Mainefold Enamel, White Seal Enamel, Engravatone Coated, Carfax 
English Finish, Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


230 PARK AVENUE, NEW YORK 17, N.Y. 


DISTRIBUTORS 
in 48 Key Cities 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


You'll find an Oxford Merchant as near as 
your telephone, in 48 key cities, coast to coast 
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Diversification 
Key to Stability, 
Says Dave Smart 


Coronet Films to 
Enter Television in 
New Program 


Cuicaco—Coronet Instructional | gram is research, which is receiv- | 
Films, produced by Esquire, Inc.,| ing major emphasis in the pro-| 
are likely to become an important! gram, and has already resulted in| 
improve- | 
ments in the editorial content of | 
Esquire, Coronet and Apparel} 


source of program material for 


television advertisers, if the cur-| 


rent interest being shown by ad- 
vertisers and agencies is a cri- 
terion. 

Since the cost of program. pro- 
duction is one of the major items 
in television advertising, and since 


MANAGERS 
PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Sales talk! Kleen-Stik keeps those im- 
portant point-of-sale posters right up 
there SELLING! Salesmen don't waste 
time with glue, paste, tocks and messy 
stickers. Dealers like the fact that Kleen- 
Stik may be used on any smooth, hard 
surface—on windows, counters, walls 
— yes even on shining mahogany. 
Kleen-Stik assures complete poster 
usage, and that's what counts! 


Get it up and Keep it up ! 


Presto! my peel protective coveri 
and press display in pisee. A small s 
on each corner or a thin strip down each 
side is all you need. Remember, every 


grace is a Kileen-Stik 


Available through any 
printer or lithographer 


KLEEN-STIK PRODUCTS, Inc. 


2611 S. Indiana Ave. Chicago 16 


moving pictures have already; The company’s program along 


been shown to be one of the chief 
sources on which program direc- 
tors may draw, Coronet films may 
shortly move into an important 
spot in this rapidly developing 
field. 

This is one phase of the program 
of diversification which David A. 


Esquire, Inc., has developed as a 


tion of the company in an era of 


|rising costs and greater selectivity 
/on the part of buyers of adver- 


tising. The other arm of the pro- 


marked changes and 
Arts. 
Net Drops Sharply 


Esquire, Inc., is regarded as one 
of the soundest operations in the 


| magazine publishing field, its ratio 


of net profit to gross earnings usu- 


ally being exceptionally good. Its/ also for the service features which | 


|revenue from all sources in the! 


| lished annual report, was $13,745,- 


fiscal year ending March 31, 1948, | 
as revealed in the recently pub- | 


000, close to the all-time high reg- 
istered in the preceding year. As 
a result of sharply rising costs, 
however, net profits showed a| 
severe decline, totaling $342,000) 


compared with $971,000 for 1947 


and $529,000 for 1946. 

The financial position of the) 
company is exceptionally strong. | 
Current assets at the end of the 
fiscal year were $4,460,000, with) 
current liabilities of $1,275,000. | 
Working capital increased from 
$2,775,000 the previous year to 
$3,185,000. Cash on hand March 
31, 1948, exclusive of marketable | 


securities, was $2,513,000. During | 


'and strengthen sales operations. | 


the year the company acquired its | 
own office building, title to which | 
is held by a subsidiary, Garland | 
Court Properties, Inc. During the 
past year Esquire, Inc., paid divi- | 


|dends of $316,000, the eleventh | 


consecutive year of dividend pay- | 
ments. | 

Mr. Smart believes that this is| 
not a time for publishers to “sit | 
tight” or coast, hoping for a| 
change in conditions, but that the 
economics of the situation call for | 
aggressive, intelligent action to 
improve the product, increase 
values to readers and advertisers | 


Collins 
Miller € 


|Smart, chairman of the board of | 


/means of strengthening the posi-| 


these lines is already showing re- 


sults. 

“The two keys for action by 
magazine publishers,” said Mr. 
Smart in a discussion with Ap- 
VERTISING AGE, “are research and 
diversification. We have been 
studying our business carefully, 
researching the services of our 
media to readers, and making im- 


dicated by the objective of deliv- 
ering a bigger value than ever 
before. 
of study are enabling us likewise 
to demonstrate more convincingly 


which we can perform for adver- 
tisers. 
“We are carrying forward the 


has been our policy for a good 
/many years. Through ‘Esky Buy- 
| Products,’ for example, we have 
developed a broad market for cal- 
|endars, playing cards and adver- 
| tising novelties, which utilize art 
| material from the magazine, and 


were recently introduced. These) 
have been especially popular with | 
retail merchants. 


Film Business Important 


“We have opened the pages of 
Coronet to advertising, with good 
results in acceptance by leading 
accounts already in evidence. For 
1949 we shall carry many of these | 
accounts on regular schedule. Cor- 
onet, a 25-cent mass magazine 
with family and school appeal, 
gives us diversification as com- 
pared with Esquire, a 50-cent 
class magazine appealing primar- 
ily to men. 

“Coronet Films, which has pro- 
duced over 170 titles, the majority 
made in the past three years, for | 
use in elementary, high school and 
university class-rooms, is now in 
a strong position because of the 
increasing demands of television | 
for program material. *We have | 
been in touch with numerous ad-| 
vertisers and agencies which are | 
interested in our films for this| 


| purpose, and since our production 


has been stepped up to 70 15-min-| latest master quiz of its readers. | More 


ute films per year, we believe that | 
developments in television should | 


make this one of the most profit-| 
able departments of our business. 


Salesmen Get Stock 


provements in every direction in-| 


The results of this type) 


the value of the basic services| 


program of diversification which | 


a 


| NEW SERIES—This is one of a new 

series Federal Tool Corp., Chicago, is 
using in housewares and hardware busi- 
ness papers for its housewares line. Each 
ad features a single item in scratch- 
| board against a wash background of 
| related Federal products. Cummings, 
Brand & McPherson, Rockford, is the 

agency. 


|new and lovelier ladies, the new 
|approach to coordinated fashion, 


the expansion of editorial material 


and the new series of special serv- | 


ice departments. 


The latter has evolved into a! 


year-round plan. In work are 
supplements ranging from eight to 
20 pages on such diverse subjects 
as campus life (September) ; hunt- 
ing (October); cooking as a man’s 
hobby (November) and gift giv- 
ing (December). Also scheduled 
are sections on travel, automo- 
biles, architecture, bachelor liv- 
ing, furnishings and decor, fishing, 
sailing and golf. Three of the 
topics (Father’s Day, Going Back 
to Campus and Christmas) are 
traditional Esquire seasonal fea- 
tures. The others will continue 
to be in individual articles as well 
as the special sections. 

The selection of the subject 
matter for these service sections, 
as well as for other editorial sec- 
tions, was guided by Esquire’s 


It was based on a random sam- 
pling of 10,000 subscribers, and 
revealed detailed data on incomes, 
home ownership, personal habits, 
etc. Ted Sweetser says that this 


| study is “as exhaustive in its area 


“Along with a program of re- 
search and diversification is the 
strengthening of our sales depart- 
ment, with better selling tools and | 
greater incentives. In addition to 


direct bonuses for increased vol-| 
ume and participation in a profit-| wr, Smart, “toward what can best | 


employes, we have just instituted | 


/advertising will have an oppor-| 


| holdings in Esquire, Inc., 
purpose.” la 


| tunity to acquire stock in the com- | 


pany, on which dividend payments | 
will immediately be paid. I have, 
set aside a block of my personal | 
for this | 

| 


Esquire’s new campaign for the} 
“bold look” in men’s apparel has | 
already been strikingly successful. | 
Publisher G. T. “Ted” Sweetser | 
reports that more than 100 top- 


| line men’s apparel manufacturers | 


have been awarded the Esquire | 
Bold Look Seal of Fashion Au- 
thenticity. The list of products 
includes such leaders as Dobbs 
hats, Arrow, Manhattan, Van 
Heusen and Essley shirts, Fownes 
gloves, Bostonian shoes, Superba 
cravats, Paris belts and braces, | 
and Hickok and Swank jewelry. 
These companies will utilize the- 


| Esquire seal in their national ad- | 
_vertising, dealer mats, packaging, 
| promotion pieces and on the mer- 


chandise itself. 

With the October issue, Esquire | 
will cap a year of revolutionary 
editorial change. The cover will 
provide a “visual table of con- 
tents,” emphasizing masculine fic- 
tion, increased coverage of sports, | 


as Dr. Kinsey’s in his.” 

In addition to the supplements, 
a number of other changes are be- 
ing made in the Esquire editorial 
format. 

“There is a decided trend,” said 


fiction. Beginning with our issue 


monthly feature. We have also 
increased our emphasis on great 
adventure stories. 

“Our new ‘pictorial profiles’ are 
an excellent example of Esquire’s 
turn toward photo treatment. In 
two-page spread, usually in 
black and white for greater docu- 
mentary effect, we offer a char- 
acter study of a prominent man at 
his work — Gerald Brockhurst in 


the several phases of portrai: 
painting, Hoagy Carmichael com- 
posing, and so on.” 

After the installation of Ted 
| Sweetser as publisher, he hired 
three top men, Bill Fort as na- 
tional advertising manager of Cor- 
onet, Carl H. T. Sloss as advertis- 
ing director of Apparel Arts and 
Jess W. Sweetser as national ad- 
vertising manager of Esquire. To 
each of his “generals” Sweetser 
delegated complete responsibility 
| and with it complete authority. 


‘Give Them Their Heads’ 


“The only way to build a hard- 
hitting group such as ours,” he 
says, ““is to get good men and let 
them have their heads. 

“It has been said that an incen- 

| tive plan for media salesmen is 
unworkable. We don’t think so. 
| We think that a clean, simple set- 
|up will result in greater produc- 
tivity, the elimination of any 
tendencies toward office politics, 
/and—most important—help us to 
| get and hold the kind of salesmen 
we want.” 

The new Esquire is already be- 
| ginning to show its influence on 
' the balance sheets. Although, like 
most magazines, it has lost reve- 
nue this year as compared with 
the inflated totals of 1946 and 
1947, 1948 income, Publisher 
Sweetser predicts, will more than 
match 1945’s. Circulation has 
zoomed to an all-time high of 
650,000; newsstand sales—in con- 
trast to current trends — have 
maintained their pace, and satura- 
tion tests show that 1,000,000 
circulation by 1950 is easily at- 
tainable if Esquire wants it. 


Now... 


Sell 8 
Times 


People! 


|sharing plan which applies to all| be described as modern masculine | o 2 O KC 
a plan whereby all salesmen who | of January, 1947, we introduced a | 4 i g : 


contribute to increased volume of) pook length mystery novel, now a. 


“DURHAM, N.C. | 


REP. PAUL H. RAYMER 


IN THE 1-3 POCKET ‘Teme! 


Over 37,000 circulation, in- 


cluding 25,000 league and 2515 


city association 
magazine with 


officials. The only 
100% coverage of 


5336 certified Bowling establishments. 
Bowling market, wide open after 


four years, produces $291 ,000,- 
N00 annually—three times as much 
as pro baseball. 


_ Write for our latest rate card today. 


THE BOWLER’S MAGAZINE 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 
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6 Newell-Emmett 
Clients Plan Fall 


New York — Newell - Emmett 
Co., busy for several months with 


last week made its long antici-| 
pated announcement on video. Six | 
clients, entering the medium for | 
the first time, will join Liggett & | 
Myers Tobacco Co. as backers of 
telecasts starting in the fall. 
Maiden venture of five of the. 
group will be the Mary Margaret | 
McBride show, sold in 10-minute | 
segments to the Sherwin-Williams | 
Co., the Holmes & Edwards di- 
vision of International Silver Co., 
Proctor Electric Co., Sylvania 


Electric Products Co. and Sun- 
shine Biscuits. Proctor partici- 
pated in early experimental tele- 
casts and Sherwin-Williams tested 
the medium over WEWS, Cleve-| 
land, in July. 


Merrill Lynch a Sponsor 


Bowing over the NBC East 
Coast network on Sept. 21, the 
program will follow the high- 
ranking Texaco Star Theater at 9) 
p.m. Miss McBride, who was} 
signed by the agency for tele- | 
vision some time ago, will handle | 
the commercials—presumably us-| 
ing the same homespun technique | 
employed on her daily radio ses-| 
sion over WNBC. The program | 
also will feature interviews with | 
an assortment of guests. 

Merrill Lynch, Pierce, Fenner & 
Beane will sponsor Dr. George) 
Gallup over the CBS television | 
network. The nine-week series of | 
programs, to continue until the) 


| 


week before the November elec- | 
tions, will get under way Sept. 5) 
at 10 p.m., EDT. Kinescope ver- | 
sions of this show will be carried | 
over Chicago, St. Louis, Dallas | 
and Los Angeles stations. | 
Dr. Gallup will report on his) 
election findings, discuss current) 
issues, demonstrate his survey | 
technique and interview guests. | 
Newell - Emmett recently was_| 
appointed to place television ad- 
vertising for Merrill Lynch. Other | 
advertising for the investment | 
firm will continue to be handled | 
by Albert Frank-Guenther Law. | 
| 


Found Reasonable Shows 


“We are pleased that we have 
been able to find reasonable tele- 
casts for our clients.” Georg e| 
Foley, chairman of the agency’s | 
television committee commented, | 
“We want our advertisers to have | 
early experience in the medium, | 


but we hope this can be ac- 
complished without disturbing | 
their present budgets.” 

“By splitting the cost on the| 
Mary Margaret McBride show we | 
enable our clients to test the me- 
dium at a low cost per client and | 
without upsetting their normal | 
expenditures in other media.” 

Meanwhile, Liggett & Myers, 
current sponsor of television cov- 
erage of the Giants games in New | 
York and the Senators in Wash- 
ington, has revealed «its first video | 
project for fall. Chesterfield will | 
carry the Columbia University 
gridiron schedule over WCBS-TV, 
New York. 


Kolker Opens Agency 


Nat M. Kolker has established 
his own advertising agency, with 
offices in the Empire building, 
13th and Walnut Sts., Philadel- 
phia. He has been in the adver- 
tising business for the past 20 
years. 


Forbes Appoints Quinn 
Charles A. Quinn has been ap- 
pointed idea man and assistant 
art director of the New York art 
Staff of Forbes Lithograph Co. 


Advertising Age! August 23, 1948 


|Opens Chicago Branch 


Ken Kruse, formerly with S. C. 
Warden, has opened an office for | price increase this fall for its cus- | headed the space department of agency. 
/Dental Survey Publications, Min- tomers. 


Video Openings Nol Increase in Price 


|and women’s suits, placed ads in | Kesslinger & Associates, Newark, | joined the media department of 
carefully guarded television plans, | newspapers in 15 principal cities|to direct their advertising. 


‘cago. He will head the radio fa- 
cilities division and will be net- 
Carolyn E. Bonnesen, who has work facilities buyer of the 


in Ohio, West Virginia and Ken- 
tucky, where it has retail outlets, _Bonnesen Retires 


to announce that there will be no 


Sherman & Marquette, Chicago, 


neapolis, in the First National | | since its founding in 1937, has re- | 

| Bank building, 38 S. Dearborn St., tired. She has been in the agency’ = 
| Chicago. Two Appoint Kesslinger | business in Chicago since 1923. = = 
Kubic, Inc., New York, Ameri- WA WA MMMMA 


|can importer of Muenchner beer, 
and Castle Silver Corp., Brooklyn, 
Columbus, | manufacturer of silver plated hol- | 
have appointed J. M. 


Joins Needham, Louis 


Ke, 
Floyd G. Van Etten, formerly 


; STRADE AND CONSUMER PUBLICATIONSS 
ales coordinator of ABC, has EMPIRE STATE BUILDING 


Enew YORK ° LONGACRE 4-6634 


retail custom- tailor of men’s | loware, 


| Needham, Louis & Brorby, Chi- 


76,000 You can throw away the old figures on 
The Deseret circulation. They don’t 
74,000 mean anything any more. Today, you are 
buying more than 70,000 — an increase of 
72,000 = 52.9% over last January — and the trend 
70.000 | is still up. It changes the whole newspaper 
‘ picture in Utah. 
68,000 
IT DIDN’T JUST HAPPEN! 
66,000 
This is solid, substantial circulation growth, 
64,000 resulting from added values The Deseret 
is giving subscribers: 
62,000 
* Now 7 days a week, with a great 
60,000 new Sunday morning edition 
* Enlarged Sports, Comics and 
58,000 Society Sections 
56,000 * Beautiful pictorial Sunday Roto- 
gravure Section, exclusive in Utah 
$4,000 * New Farm, Home and Garden 
Section 
52,000 * More news — more features 
50,000 138.82°% 
112.35 % The Deseret News is the talked-about news- 
48,000 109.96 % paper in the West. Are you in it? 
107.02 % 
46,000 104.49 % 
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Advertising Plays 
Major Public Role 


in Boeing Strike 


Both Sides Using 
Agencies in Battle 
for Public Favor 


SEATTLE—“Be on Boeing’s per- 
manent team,” the reverse - plate 
advertisement advised. “Openings 
now in many job classifications— 
apply today,” it concluded. 

This newspaper advertisement, 
repeated many times in two-col- 
umn space, was part of Boeing 
Airplane Co.’s appeal for workers 
after the Aero Mechanics Union 
(independent) called out 14,800 
workers on April 22. 

The appeal brought a retort: 
“No longer a part of the ‘Perma- 
nent Team’,” read the headline of 
a five-column newspaper adver- 
tisement of the union, reproducing 
pictures of nine men and women 
apparently leaving the Boeing 
plant with their toolboxes. 

“Permanent is. a very long 
time,” read the headline on an- 
other union ad, which then asked 
a series of questions about the 
company’s statement that it was 
building a permanent team. 


Battle in Print 


Thus company and union took 
to the people and to employes— 
past or prospective—the contro- 
versy that has spread out for close 
to four months. Advertising in 
newspapers, radio and outdoor 
have been used. Daily newspa- 
pers from the Canadian border to 
San Diego and eastward to Salt 
Lake City have carried messages 
for both sides. By Aug. 10, ad- 
vertising expenditures in connec- 
tion with the strike totaled $125,- 
000, of which the larger amount 
was spent by Boeing. The union 
did not attempt large-scale adver- 
tising until July. 

The battle of advertising copy 
has been in three phases. The 


| 


| 
| 


first phase began when the strike | 
suddenly broke. Boeing used| 
large newspaper space in the Se-| 
attle area to state its case. The | 
copy was written to reach the| 
public as well as employes. The) 
company then set out the position | 
it has since adhered to consist- 
ently—that the strike violates the 
company - union labor agreement 
and violates the Taft-Hartley Act | 
because 60-day notice had not! 
been served. On this basis, the 
company has refused to meet with | 
the union or negotiators as long 
as the strike continues. 


Recruiting Effort Stepped Up 


Union advertising at the outset 
was less extensive but did give the 
issues over which the break came. | 
The union contended that strike | 
notice it served a year earlier, be- 
fore enactment of the Taft-Hart- 
ley Act, was adequate. 

In the second phase, the com- 


pany actively began recruiting 
employes—either new help or the 
return of strikers through the 
picket line. In preparation for 


this phase the company had ob- 


tained court injunctions limiting 


the number of pickets at two to) 
five at various gates and forbid-| 


ding coercion or 
workers. 
Recruitment advertising was 
carried up and down the Pacific 
Coast and into the Rocky Moun- 
tain states. Commonly Boeing 
sent employment officials into the 
outside cities to sign up employes 
when local copy appeared. Dur- 
ing this phase, Boeing granted a 
15-cent-an-hour pay raise to all 
hourly employes, the same raise it 
had offered during negotiations as 


intimidation of | 


This 


- 
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$1,204,000.00 


In some instances, more than a dozen company 


| 


| 


and union ads have appeared in a single issue of a Seattle newspaper. Here is a random collection of some of the ads, 
showing charges and counter-charges which have been presented to the public. 


part of a package of changes in 
the contract. That was in late 
May and Boeing advertised that 


its workers were “the highest paid | 
aircraft workers in the world,” a) 


statement the union disputed. By 
this time, the company reported 
it had 1,100 hourly employes on 
the job. 


Court Decision Rendered 


By late June this had reached 
3,000, of whom somewhat less 


than half were returned strikers | 


and the rest new recruits. By July 
10 the number of hourly workers 
had stepped up to 4,650 and the 
company announced it was hiring 
for the second shift. 

Two court decisions bolstered 
employment during this phase. In 
one the federal district court at 
Seattle ruled that the union had 
failed to give the required 60-day 
notice of a strike and as a result 
“is not in a position to lawfully 
represent the Boeing employes.” 

In the other, a state court fined 
the union and president, 
Harold J. Gibson, $300 each for 
contempt of court. The charge 


was based in part on a speech) 


Gibson gave at a mass union 
meeting stating that when the 
strike is over 


have crossed the picket lines and 


|gone in to work. The court held 
Gibson and the union had violated 


the injunction against intimidation 
of nonstriking workers. 


Counter-Offensive Begins 


Boeing also used small space 
ads for repetition, repeating the 
theme, “Boeing has a job to do 
and a job for you.” As employ- 
ment grew, it used small-space 
newspaper ads to give the box 
score on employment figures, re- 
iterating a statement issued in a 
news release that Boeing had 
eliminated 4,933 positions by sub- 
contracting and increased worker 
efficiency. 

Selective (spot) radio also was 
used in the Seattle area to recruit 
help at Boeing, and some inter- 
view-type programs were carried. 
A half-showing of outdoor posters 
on the theme, “Boeing has a job 
to do and a job for you,” was 
placed throughout the Seattle 
area. 

In July the union began its 
counter-offensive, — the third 
phase — using newspaper space in 


“we promise to) 
| make it unhealthy” for those who 


the same cities in which Boeing 
ads appeared. Copy was built 
around the theme of respect for | 
picket lines. A typical small- 
space reverse-plate ad, repeated 
many times, read: “A democratic | 
union, established by democratic 
vote, on strike by democratic vote | 
—respect our picket lines!” 

Along with small-space copy, 
the union ran large newspaper ads 
with first-person stories by strik- | 
ers or their wives. “I would not 
live with a man who crossed the | 
picket line,” read the headline on | 
the story (with picture) of one) 
striker’s wife. Another read: | 

“On July 14, 1948, I made the) 
biggest mistake of my life!’”—the 
day the striker crossed the picket 
line and went back to work at 
Boeing. Two days later, the copy 


| read, this striker quit, and “my| 


spirits soared and my conscience | 
cleared as I left the plant and 
joined the picket line. . . I want | 


/others who might be wavering to | 


profit from my humiliating ex-| 
perience.” 


Uses Company’s Style 


Another series in the union 
campaign picked up _ statements 
from company ads, and_ using 
identical type style, presented the 
union’s reply. A Boeing ad of! 
July 29 headed, “This Is the Situa- 
tion” was followed immediately 
by a union ad with the heading, 
“This is the True Situation,” using 
the identical subheads in the 
reply. 

In this phase, company and 
union ads appeared in every issue 
of Seattle papers and often on 
several pages. One issue of the 
Seattle Times carried seven ads 
by Boeing and six by the union. 

When a trial examiner for the 
National Labor Relations Board 
recommended that Boeing resume 
negotiations with the union, the 
union took full-page newspaper 
space to present the recommenda- 
tions. In effect, the trial exam- 
iner upheld the union’s contention 
that it had given sufficient notice 
before the strike. 

This decision was tied in di- 
rectly with union advertising. The 
union addressed an open lettter 
to Boeing stockholders, advising 
them that they became liable for 
$172,000 in wages each day the 
company refused to take back its 
employes as recommended by the 
NLRB examiner. Daily small- 


Instead, 


space copy was carried in Seattle 
newspapers in the form of a 
“memo to Boeing stockholders,” 
adding $172,000 each day to the 
“liability.” 
Company advertising on the is- | 
sues in the strike has been held | 
to the Seattle area. Advertising in | 
remoter cities was designed to re- 
cruit help without going into the 
strike issues. Union advertising, | 
however, carried the issues into 
distant cities and was placed par- 
ticularly in centers of wartime 
aircraft production so as to offset 
the company’s recruitment drive. 
In early August, company ad- 
vertising on strike issues tapered 
the company used 
direct mail to reach its workers 
and strikers, and it also used its 
weekly house organ to carry the 
story to current employes. 
Boeing’s campaign to recruit 
workers in August stressed in- 
dividual skills wanted, reflecting 
a need for specific skills. Even in 
normal times, Boeing placed some 


| advertising outside the city to re- 


cruit men of special training. 

The union also used radio in 
the Seattle area, primarily selec- 
tive radio, but in addition a 10- 
minute thrice-weekly report to 
members. Major network stations 
declined to take Boeing spots on 
any basis other than a straight 
“help wanted” announcement. Be- 
cause these stations did not take 
announcements of a controversial 
nature, the union reported it could 
not obtain time on these outlets. 
It did buy selective radio on in- 
dependent stations, however, just 
as Boeing did. 


Agencies Prepare Copy | 


By last week, hourly employ- 
ment approached 7,500 but the 
rate of new hires was tapering off. 

Union advertising has been pre- 
pared by a three-man committee: 
William Holloman, editor of the 
union paper, the Aero Mechanic; 
Larry Kaiser, business representa- 
tive of the union, and Neale 
Chaney, representing the Farwest 
Advertising Agency, through 
which copy was placed. 

Frederick E. Baker of Frederick 
E. Baker & Associates, Seattle, 
has advised the company on its 
public relations, and company ad-_ 
vertising in connection with the) 
strike has been placed through | 
Baker’s firm. National ads are 
placed by Ayer, San Francisco. 
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AT&T Says Future 
of Phonevision 


Misunderstood 


Cuicaco—Prospects of any early 
advent of phonevision dimmed 


| considerably last week. 


Zenith Radio Corp. was in re- 
ceipt of a letter from American 
Telephone & Telegraph Co., which 
stated that AT&T believes that 
there “is considerable public mis- 
understanding concerning certain 
information which has_ been 


given out regarding phonevision. 


Zenith has been promoting phone- 
vision, which would enable tele- 
vision set owners to see new 
movies at home with -.charges 
added to monthly phone bills. 

The letter was to E. F. McDon- 
ald Jr., Zenith president, who has 
told stockholders twice in recent 
months that phonevision broad- 
casting has the approval of tele- 
phone company engineers and will 
begin in the near future (AA, 
May 17). AT&T said in the letter 
that press reports of Mr. McDon- 
ald’s statements have “implied 
participation by telephone com- 
panies in phonevision this fall.” 
The company continued: 


Will Only Offer Circuits 


“The telephone companies do 
not feel that it would be appro- 
priate for them to sponsor or 
undertake phonevision. Presum- 
ably then, if phonevision is to be 
provided, it will have to be spon- 
sored and organized by some 
other group such as _ television 
broadcasters or program  pro- 
ducers. Up to the present, we 
have received no requests for fa- 
cilities from any such group. We 
therefore have no way of know- 
ing whether the principals in any 
contemplated phonevision enter- 
prise would simply request cir- 
cuits from the telephone company 
or would ask them also to switch 
the signals in response to calls 
from owners or receivers. 

“Further, it has been stated that 
the telephone companies would 
bill, collect and disburse the fees 
for viewing the special programs. 
As I mentioned to you in one of 
our discussions the fact is that 
there are good reasons why the 
Bell Companies would probably 
not find it practicable to do more 
than provide circuits to any pros- 
pective customers desiring such 
facilities.” 

The letter, signed by J. J. Han- 
selman, assistant vice-president, 
said that the company has offered 
to conduct tests over telephone 
company lines when Zenith’s de- 
velopment has “reached the stage 
to make this desirable. While one 
of our people viewed a prelimi- 
nary model of your set, we have 
not been advised that your devel- 
opment has been completed.” 


Yawman & Erbe Names 
Talmage to Ad Post 


J. H. Talmage, who for the pas! 
five years has served as methods 
promotion 


analyst in the sales 
and advertising 
department of 
Diebold, Inc., 
Canton, O., has 
been appointed 
manager of the 
sales promotion 
and advertising 
departments of 
Yawman & Erbe 
Mfg. Co. Ro- 
chester, N. Y., 
maker of filing 
systems and 
equipment. 

Before joining Diebold, Mr. Tal- 
mage was with Visible Records 
Equipment Co., joining it in 1924. 
In 1943 V. R. E. was purchased by 
Diebold. 


WEBR Appoints Danahy 

Richard C. Danahy has been ap- 
pointed account executive of Sta- 
tion WEBR, Buffalo. 


J. H. Talmage 
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Former Toni V.P. 
Launches Drive 


for Scalp Aid 


Cuicaco — Those old bugaboos, 
dandruff, itchy scalp and falling 
hair, will be attacked in a com- 
paratively mew approach next 
month when a new scalp treat- 
ment called Korvo is placed on 
the market. 


Frigidaire Names Odell 

| C. R. Odell, formerly appliance 
sales manager of Ely-Walker Co. 
department stores, has been named 
sales promotion manager of the 
St. 
| Sales Corp. He succeeds B. H. 
|Cox, who has been transferred to 
Frigidaire’s Chicago branch as 
advertising and sales promotion 
manager. 


Davis-Cleaver to Mace 


Davis-Cleaver Produce 
Quincy, Ill, has 
Quincy office of Mace Advertising 
|Agency to handle its advertising. 
|'Test campaigns will be launched 


Louis branch of Frigidaire | 


Co., | 
appointed the) 


| Huffman Names Freund 


William J. Freund has been|: 
named general sales manager of is Sept. 25. 
Huffman Mfg. Co., Dayton. He 
was formerly with Byer & Bow- | NBC Shifts Three 
man Advertising Agency, Colum- 
bus, O., where he has handled the | ,. vol 
Huffman advertising account. Mr. | tion director for NBC, has been 
Freund succeeds Danforth S.| 
Mitchell, who will devote his time 
to being vice-president and treas- | 
urer. 


| Gets Clothing Account 


Gilbert of California, Los An- 
| geles, manufacturer of slacks and 
| men’s wear, has appointed the Los 
| Angeles office of Brisacher, Van 


Jacobson, who has been made pro- 
gram manager. 
places Jules Herbuveaux, who has 
been placed in charge of NBC’s 
television operations in Chicago. 


Carleton Names Yarnall 
Richard D. Yarnall, formerly 


This colorless treatment was dis-|jn six cities in September for a | Norden & Staff to handle its ad-|manager of Station KARL, North- 


covered by Phil Kalech, formerly 
executive vice-president in charge | 
of sales and merchandising of | 
Toni Co., while being treated by 
a dermatologist for scalp ailments. 
Mr. Kalech, whose experience 
also includes a four-year hitch as 
director of sales of the Pepsodent 
division of Lever Brothers, knows 
a good thing when he sees it. 
When the product, now known as 
Korvo, cured his dandruff and 
falling hair practically overnight, 
he wanted the general public to | 
know about it too. 

Phil Kalech, who since July 1, 
has headed Phil Kalech, Inc., Chi- 
cago, exclusive national sales or- 
ganization for BB pens, will start 
national distribution of Korvo to- 
day with 51 salesmen covering the 
country. Newspapers and selective 
(spot) radio have started the 
advertising ball rolling on the 
Pacific Coast, working eastward. 
He expects to advertise nationally 
by the end of this year. 


Removes Scalp Film 


Instead of claiming his product 
will eliminate dandruff, itchy 
scalps and falling hair, Mr. Kalech 
will tell the consumer that Korvo 
eliminates the cause of these ail- 
ments. Through careful research 
with numerous dermatologists and 
professors, Mr. Kalech has found 
that the film which covers the 
normal scalp won’t let nature 
come through with natural oils. 
What’s more, Mr. Kalech says no 
product on the market today re- 
moves that film. That’s Korvo’s 
job. 

This product, Mr. Kalech main- 
tains, dissolves scalp film and 
has a healing quality which is 
penetrating. It is not a shampoo, 
but a colorless, greaseless liquid, 
which can be applied with cotton 
in the morning and evening. 

So the consumer may know 
more about scalp health, Korvo| 
packages will contain a coupon | 
which entitles the buyer to a 24-| 
page booklet on the care of the 
scalp and an explanation of what 
Korvo actually does. This booklet 
is written by a Chicago dermatol- 
gist. Korvo will sell for $2 for) 
eight ounces and will be sold 
through drug and toilet goods 
counters. 

Prior to this the treatment now 
‘alled Korvo could be obtained 
nly by prescription. Mr. Kalech 
has appointed Weiss & Geller, 
Chicago, to handle Korvo adver- 
tising. 


Promotes John Walt 

John W. Walt has been appoint- 
ed sales promotion manager of 
Webster-Chicago Corp., Chicago, 
where he will supervise the pro- 
motion of the company’s wire re- 
“orders and record changers as 
well as nylon Knee Action phono- 
graph needles. He was formerly 
sales supervisor of the nylon 
needles. 


Joins Erwin, Wasey 

Erle Howry, formerly secretary 
and promotion manager of Marx 
& Bensdorf, Inc., investment 
banking house in Memphis, has 
joined: the Los Angeles office of 
Erwin, Wasey & Co. 


Flagler Names Seinger 


William B. Seinger has been 
appointed an account executive of 
Flagler Advertising Agency, Buf- 
falo. 


product, Ferndale frozen 


boneless cooked chicken. 


Gets PRC Projector 


LaBelle Industries, Inc., Ocon- | 


omowoc, Wis., has acquired ail 
sales rights to the PRC automatic 
slide projector, formerly distrib- 
uted by the Picture Recording Co., 


Chicago. This projector does all | 
feeding, changing and restacking | 
/cover 


of slides automatically. 


| vertising. Opening campaign will | field, Minn., has been appointed 
/be concentrated in trade publica-| publicity and public relations di- 
'tions, pending completion of pro-|rector of Carleton College, North- 
‘motional and advertising plans. _ field. 


Plans Home Section Issues Radio Directory 


On Sunday, Oct. 3, the New| Fox-Shulman Publications, Phil- 
York Times will publish a spe- |delphia, has published the 1948 


cial section devoted exclusively to edition of “Radio Showbook,” 
home decoration and maintenance. |which lists available live and 
News and feature articles will | transcribed programs. The book 


furnishing, decorating, | retails for $3 a copy. 


equipping and keeping up the 
home. Closing date for advertising 


named production manager of the | under directic 
‘central division, succeeding Arthur | Salter, who is joining the execu- 


Mr. Jacobson re- | 


Eljer Acquires Salter 


Eljer Co., Ford City, Pa., manu- 
|facturer of plumbing fixtures, has 
acquired the manufacturing facili- 
ties of the H. B. Salter Mfg. Co., 


Homer Heck, Chicago produc- | Marysville, O., including its sub- 


sidiaries. Operations will be 
the direction of H. B. 


| tive forces of Eljer. 


Gibler Joins Bertolet 


Ralph Gibler, for 20 years ad- 
vertising manager of Our Sunday 


| Visitor, Catholic weekly published 


| 


in Huntington, Ind., has joined 
C. D. Bertolet & Co., Chicago and 
New York, national advertising 
representative for Our Sunday 
Visitor and the Register. 


= 
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Minnesota Law 
on Wine-Liquor 
Selling Voided 


St. Paut—A sweeping decision 
of the Minnesota State Supreme 
Court has declared unconstitu- 
tional a liquor-wine divorcement 
law which was aimed at alleged 
monopolistic practices in the 
liquor industry. The law was 
passed by the state legislature in 
1947. 

The court unanimously voided 
the law, which had separated the 
wholesaling of liquor and wine. 
Proponents of the bill in the 1947 
legislature believed it would also 
prevent tie-in sales and provide 


more control over the liquor in- 


dustry. 

A suit asking that the law be 
declared unconstitutional was 
brought by George Benz & Sons, 
St. Paul, liquor wholesaler. 

In the decision, monopolistic 


$367,500,000 FOR GAS 


Some gasoline bill these Motor-Freight 
Carriers run up! No wonder. Their 
700,000 vehicles travel long distances 
at high speeds—account for 46% of all 
truck-ton miles. Only one advertising 
medium completely covers the rich 
Motor-Freight market—TRANSPORT 
TOPICS, the paper most carriers agree 
is essential to their business. 16,000 
paid 45,000 third- 
Monday distribution. 


Gransport Topics 


The National Weekly of the Motor-Freight Corriers 


Washington 6, D.C. 


copies weekly; 


practices were recognized, but the 
court stated that the law violated 
equal protection clauses of state 
and federal constitutions. The 
court said monopoly could have 
been combatted by a “more di- 


practices.” 


| when dealers sometimes required 
‘purchase of wine to get whisky. 


rect and effectual method of mak- | 


| 


Farnsworth Plans 
$1,200,000 Drive; 
Includes Co-op 


The Lanes, it seems, have come 
New York—The Farnsworth|‘ @ turning. As noted in “Get- | meeting in Chicago that ads of 600 
ing a law prohibiting trade re-| Radio & Television Corp. of Fort ting Personal,” Joan Lane, pub- to 1,000 lines attract the attention 
straints, price fixing and similar) Wayne expects to spend approxi-| licist at Selznick Studios in Holly-|of 160 men and 227 women per 


their public relations-advertising 


mately $1,200,000 in advertising| W904, and Jack Rourke of Jack/ dollar of ad cost, whereas ads of 


current fiscal year. 
| The increase in the budget will) 


which became effective last Dec. 8. 
Mrs. Rourke formerly was with 


This could be eliminated by mak-| pe devoted to a stepped-up maga- | Crowell-Collier and CBS in New 


ing such sales a criminal offense 
subject to loss of operating license, 
the court declared. 


Goodyear Sales Hit 
Peacetime Peak 


Sales for the first six months of 
1948 were at peacetime record 
levels, Goodyear Tire & Rubber 
Co., Akron, said, reporting consoli- 
dated net sales of $346,079,544 
compared to $316,464,215 for the 
_comparable period last year. 

Net income for the first half of 
1948 was $17,191,648, with a $3,- 
| 000,000 reserve set aside “for pos- 
sible losses . . . in foreign invest- 
|ments.” Actually, with reserves 
|excluded, Goodyear netted $14,- 
| 191,648 compared with $11,601,- 
416 in the same period of 1947. 


To Botsford, Constantine 


Harper - Meggee, Inc., Seattle, 
distributor of electrical appliances 
in the Pacific Northwest, with 
branch offices in Spokane and 
Portland, has appointed Botsford, 
Constantine & Gardner, Seattle, to 
| handle promotion for a new line 
'of electric hot water heaters. This 
product is the first to bear the 


‘zine promotion, which breaks | 
-early next month with a spread | 
in Life and The Saturday Evening | 


| Post. “Living music’s’ greatest 
'rival—the incomparable Cape- 
|hart” will be the theme of this| 
drive. 


York. 

t the same time it’s learned 
that Jack Rourke is suing Rexall 
Drug, Inc., for the alleged use— 
without payment—in Rexall’s 
“Summer Theater” program, of 


On the publication list are | 2" idea which he submitted some 


House Beautiful, House & Garden, ™onths ago to Tom Lane, vice- 


| The New Yorker and Town &| 
Country. Warwick & Legler is the | 
agency. 

Farnsworth again will sponsor 
“Metropolitan Opera Auditions of | 
the Air” over ABC this fall. The) 
program will be broadcast whether | 
ror not the opera solves its labor 
difficulties and opens as usual this | 
fall. In addition the company will | 
furnish its dealers with an open- | 
end transcription show, based on 
the audition format, for use on 
local stations. 


Price Hikes Seen 


The company’s advertising plans | 
were discussed by John S. Gar- 
ceau, advertising manager, dur-| 
ing a showing of the new Farns-| 
worth and Capehart lines here) 
last week. 

Featured television models were 


|Harper-Meggee brand name. Bro- 
dealer helps, newspapers | 
and business papers will be used. | 
WLOU to Debut Soon | 
Station WLOU, Louisville’s new | 
independent station, is expected to | 
begin operations Sept. 20 on a 
frequency of 1,350 kilocycles. Mrs. | 
J. E. Messervy is president of the | 
station. Fred Darwin, formerly | 
with Station WINS, New York, is 
program director and sales man- 
ager. 


CBS Names 


Henry Grossman has been ap- 
pointed director of broadcast op- 
erations for CBS, New York. He | 
has been with the network since | 
1930 and director of technical and | 
building operations since 
January. 


| 


PAPER BOX MAKERS 


The 


World's Most Widely Re 


Thee GRAPHIC ARTS MONTHLY 


‘606 S. DEARBORN ST. CHICAGO 5, ILLINOIS 


ad Graphic Arts 


he 


| inch picture and a $395 


| the $1,295 video-radio-phonograph 


Capehart combination with a 75- 
table 
model Farnsworth with a 52-inch 
picture. 

E. A. Nicholas, Farnsworth 
president, said rising prices for | 
television and radio receivers are | 
in sight. Picture tube shortages | 
will mean higher costs for viees | 
sets, he said, and increased costs 


president in charge of advertising 
of Rexall—and Joan’s older 
brother. 


Earle Ludgin & Co., Chicago 
agency, which last week re-ac- 
quired the Manor House coffee ac- 
count which it lost in 1943, be- 
lieves it is setting some sort of 
record as a “prodigal son” agency. 
In 1946, Lucien Lelong perfumes, 
which had left the agency the pre- 
vious year, returned to the Ludgin 
fold, and in 1941, All-Purpose Rit, 
which had departed in 1939, re- 
turned. Both are still being serv- 
iced by Ludgin. 

* * 


Toni is telling retailers that 
Toni home permanent refills are 
now selling in the ratio of five re- 
fills to one deluxe set and one reg- 
ular, and suggesting that orders be 
placed in that ratio. It also says 
independent surveys show 22 of 
every 100 retailers out of stock on 
Toni products, especially home 
permanent refills. 


* 


Arthur H. (Red) Motley, pub- | 


lisher of Parade, 
series of small, informal lunch- 


Tie-in sales became prominent | including cooperative radio and | Rourke Productions there, have/ 1,000 to 1,500 lines attract the 
during wartime liquor shortage| newspaper campaigns—during the JUSt announced their marriage, 


gaze of only 147 men and 141 
women per dollar. The predomi- 
|mance of woman readership, said 
|Mr. Hart, shows up in nearly all 
studies regardless of product ad- 
vertised. Never under-estimate, 
| etc. 


* * 


F. W. Woolworth Co.’s “conver- 
sion” to advertising is still far 
from complete. The big five-and- 
dime chain (which now sells items 
up to $1 and more) took a couple 
magazine pre-Christmas inser- 
_ tions last December, and this 
|/month had a one-time color page 
in Life to offer boxed $l-a-set 
doll house furniture. 

Labor troubles also. brought a 
one-time insertion last month in 
|metropolitan New York dailies. 
Lynn Baker, Inc., is the agency. 

* * 


The new draft is raising ques- 
tions of manpower again. The 
printing industry is alarmed, be- 
cause it feels that its normal labor 
supply has already been badly 
hampered by the war years. New 
York Employing Printers Associa- 
tion is urging its members to (1) 
take advantage of on-the-job 
training program; (2) association 
evening courses in printing and 
related subjects, and (3) associa- 
| tion groups on specialty lines, sell- 
ing, accounting and estimating. 

* 


Unless the Mel Torme show, 
which Hooper scored 3.4 on Aug. 
15, pulls out of the rating dol- 
drums in short order, it may well 


is holding a! get the sponsor heave-ho at the 


end of its 13-week run in Sep- 


eons for “old friends,” at which | temper. Philip Morris & Co. also 


| will force up radio prices despite| the nub of the “progress report” reportedly is disturbed over the 


current over-production, which he| he makes is a printed slip en-| pyesday 8 p.m. NBC spot, which 


characterized as a seasonal situa- 
tion. 


Amer. Tebacce Net Down 


American Tobacco Co., New 
York, reported sales increase to 
$416,454,000 for the first six 
months of 1948, compared to 
$391,449,000 for the like period of 
1947. Estimated net income fell 
from $16,069,000 in the first half 
of 1947 to $15,305,000 for the first 
half of this year. The company 
reported that unit sales of Lucky 
Strikes increased. 


Capp Subs for Pearson 


Al Capp, creator of “Li’l Ab- 
ner,” is substituting for Drew 
Pearson while the newsman takes 
a four-week vacation from his 
duties as commentator on the 
Frank H. Lee Co. broadcast over 
ABC. The program, heard Sun- 
days at 6 p.m., EDT, is placed 
through William H. Weintraub & 
Co., New York. Mr. Pearson will 
return to the microphone Sept. 12. 


Newsprint Sets Record 


The Newsprint Service Bureau, 


closed with a “Parade” tie. The 
slip shows Parade circulation, in 
1946, when Motley took over, at 
2,900,000, and advertising revenue 
of $1,750,000; for 1948 the figures 
are 5,000,000 and $4,000,000 plus. 
For the first time, Parade is oper- 
ating in the black this year, he 
says, explaining that it’s a pretty 
thin layer of black, but black 
nevertheless. 

An experiment is being made 
in Houston with a combination 
local-national Parade section, but 


no one knows yet how it may 
work out. 
* * 
Small ads are achieving a 


higher readership per dollar of| 
expenditure than large ones in | 
newspaper advertising by insur-| 
ance companies. This is shown by | 
a one-year study of leading news- 
papers just completed by Daniel | 
Starch & Associates, New York) 
research consultant. 

William Hart, staff associate, | 
told 150 Blue Cross Commission 
(hospital insurance) executives at 


has not been an audience producer 
either for the Dinah Shore pro- 
gram or its successor, the Torme 
package. 


FRANKLIN 6343 


COMPANY 


118 south clinton street chicago 6, illinois 


New York, announced that news- 
print output in North America 
was 493,827 tons, exceeding any | 
month of record. July, 1947, saw | 
479,973 tons produced. However, | 
1948 July shipments were off a 
bit: 478,246 tons, compared with 
481,968 last year. 


Burke Joins WTPS 


Martin Burke, formerly copy- | 
writer of Sewell Advertising | 
Agency, New. Orleans, has joined | 
Stations WTPS and WTPS-FM, | 
New Orleans, as writer-producer. | 


NY Agency Moves 

Asher, Godfrey & Franklin, Inc., 
formerly located at 19 W. 31st St., | 
New York, has moved to 404 4th 
Ave. The new telephone number 
is Oregon 9-4754. 


O. A. FELDON 


& ASSOCIATES 


Publishers Representatives 


1s5 North Wabash Avenue 


Chicago 1, Ill. 


Dearborn 5272 
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Pulp Industry 
Expansion in 
Alaska on Way 


SEATTLE—Rapid development of | 
a pulp industry in Alaska is ex- 
pected to follow the Forest Serv- 
ice’s acceptance of the Ketchikan 
Pulp and Paper Co.’s bid for 1,- 
500,000,000 cubic feet of pulp) 
timber. 

The Ketchikan company, a sub- 
sidiary of Puget Sound Pulp and 


Timber of Bellingham, Wash., will | 


establish a $20,000,000 pulp mill 
near Ketchikan with an immediate 


output of 300 tons of pulp a day | 


and an ultimate output of 500 
tons. 

Several other companies are 
making surveys for developments 


elsewhere in the territory. One) 


is the Alaska Industrial Corp., of 


Seattle and Sitka, which is inter- | 
ested in timber in the Sitka re-| 


gion. 


The quick-growing stands of | 


hemlock and spruce along the 
waterways of southeastern Alaska 
have long been recognized for 
their potential value to the pulp 
industry. But until recently, the 
high cost of bringing the pulp out 
has prevented development. 


Change in the Picture 


Now officials of the Ketchikan | 


company and of Alaska Industrial 
Corp. agree that two factors have 
opened the way for pulp mills in 
Alaska: The high cost of raw ma- 
terial for pulp mills in the United 
States and a long-term shortage 
of supplies for mills in both the 
United States and Canada. 

From the long-range point of 
view, pulp men in the Northwest 
believe the high price of pulp 
timber in the United States makes 
Alaska’s low-cost raw material 
highly attractive. In addition, the 
continued expansion of the de- 
mand for pulp requires the tap- 
ping of new raw material. In 
this connection it is believed that 
some Canadian mills have greater 
capacity than can be supplied on a 
permanent basis. Scandinavian 
mills have overexpanded so that 
additional pulp supplies from 
those countries cannot be ex- 
pected. 

Alaskan pulp timber is easy to 
reach, and because of the heavy 
rainfall, reproduces rapidly, pro- 
ducing a new crop in about 50 
years. 

The major part of Ketchikan 
Pulp & Paper’s output will be 
shipped to mills of American Vis- 
cose Corp., which is helping fi- 
nance the new construction. Puget 
Sound Pulp & Timber manufac- 
tures pulp, industrial alcohol (a 
by-product), and paperboard. 


‘Sports Extra’ to Bow 
in New York This Fall 


A new weekly sports newspa- 
per, to be known as Sports Extra, 
will be on the newsstands Sept. 15 
at 15 cents a copy. The new 
weekly, which will offer complete, 
condensed nationwide sports re- 
views, will be promoted in news- 
papers and radio. Eric Ridder, 
general manager of the New York 
Journal of Commerce and an of- 
ficial of Ridder Publications, Inc., 


is president of the corporation and | 


Charles Bloomfield is publisher. 
Adelrick Benziger has been named 
advertising manager. 

Distribution of Sports Extra 
primarily will be in the New York 
metropolitan area. Other key 
cities will follow after the initial 
testing period. 


Morgan to ATF 


Duncan J. Morgan, formerly 
administrative assistant to the 
president of Illinois Tool Works, 
Chicago, has been named director 
of human relations for ATF, Inc., 
Elizabeth, N. J. He succeeds B. F. 
McClancy, who has been named 
general manager of Associated In- 
dustries, Cleveland. 


Dennison to Burnett 


Carl L. Dennison has joined Leo 
Burnett Co., Chicago, as assistant 
to E. Ross Gamble, head of the 
agency’s financial and accounting 
department. 


Heads Foreign Unit 


Admiral Corp., Chicago, has or- 
ganized an international division 
to handle marketing activities of | 
Admiral radios, ranges and refrig- 
erators outside the United States. 
George Kende, for five years as- 


sistant export manager of Mont- 
gomery Ward & Co., will head the 
new division. 


Kaufman to Join Grey 


Theodore M. Kaufman, adver- 


_tising and sales promotion man- 


ager of Wallachs, Inc., New York, 


| retailer of men’s clothing and fur- 


nishings, will join Grey Advertis- 
ing, New York, in September as 
|an account executive. Mr. Kauf- 
man joined Wallachs in 1937 and 
was appointed advertising man-| 
| ager in 1941. 


Celebrates 100th Year 


The Courier, Ottumwa, Ia., 


versary with a show, headlined by 
Eddie Peabody, noted banjoist, in 
front of the newspaper plant. Jo- 
seph H. Street founded the news- 
paper in 1848. John Huston is the 
| paper’s present publisher. 


| Ramsdell Gets College 


| American College of Apothe- 
caries, 


|delphia, to handle advertising in 


| medical journals and direct mail. 


cently celebrated its 100th anni- | 


and to direct a public relations 
program. 


Philadelphia branch, has) 
named Lee Ramsdell & Co., Phila- | 


What Size Agency? 


Wanted: Drug Product 


Box 7139, Advertising Age 
100 E. Ohio St., Chicago 
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Photo courtesy of 
STRUTWEAR, Ine. 
Minneapolis 


from a recent advertisement 


Fine Half-Tone Reproductions 
Require Fine Coated Paper 


\ Looking through the pages of “Minnesota Inspired Apparel” .. . a periodical 
, in which this photograph appeared . . . one cannot fail to be impressed with the 
improvement of the printing arts. Fashions and fabrics have been difficult to 
reproduce. Today such subjects can be portrayed with the beauty and realism 


| a fine coated paper. 


of the originals by employing skillfully etched half-tones and good printing on 


It is significant that “Inspired Apparel” and many other important fashion publica- 
tions are printed on Consolidated Coated. 


Consolidated Coated 


Papers 


There are many reasons why those who know 
printing papers prefer Consolidated Coated. But 
its outstanding characteristic is an unbeatable 
combination of quality and economy. 

Manufactured by a modern 
method, Consolidated Coated costs no more than 


“streamlined” 


uncoated paper. 


Yet 
enamel surfaces reproduce with fidelity the 
charm and details of the finest photographs. 


PRODUCTION GLOSS 
MODERN GLOSS 


its uniformly smooth 


Manufactured in weights down to 45 pounds, 


135 SO LA SALLE ST., CHICAGO 3 


Consolidated Coated meets almost any need for 
either monotone or four color printing. 
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Gadget Club 


Loses Lots 


of Money, Makes Profit 


California Adwoman 
Finds Sample Club 
Pays Big Dividends 


By PHIL SEITZ 


Los ANGELES—Losing money is 
the “Gibraltar of Success” for the 
Gadget-of-the-Month Club here. | 

Miss M. L. Moffet, California 
advertising woman, crystallized 
her ideas in March of last year 
when the initial promotion was 
launched for her depression-proof, 
glorified sampling operation. 

“For the first time in the history | 
of marketing, the public has been 
sold something they have never | 
seen, smelled, felt or heard de- 
scribed—and paid for it in ad- 
vance,” said Don L. Davis, of 
Davis, Harrison & Simmonds, the 
agency which has handled the ac- 
count from the beginning. 

The principle on which the club | 
operates is simple: It guarantees 
that, for a $1 membership fee, the 
customer will receive six gadgets, 
at the rate of one a month. He 
has no choice. A gadget is “any 
new labor-saving device,” and/| 
“the total retail price of the gadg- 
ets will be far greater than the 
cost of a membership” or the 


| 


RESS 


2 West 45th Street, New York 19, N. Y. 


|money will be 
| funded. 

And how the customers love it! 
The initial $300,000 radio promo- 
tion, from May through December 
last year, brought in so many 
membership applications that the 
club had to cancel all its promo- 


cheerfully re- 


tion activities except for one local 


shew on Station KFWB, Los An- 
geles. It simply did not have the 
facilities to handle all the appli- 
cants. 


A Sampling Organization 
Miss Moffet’s original idea was 
to organize a sampling organiza- 


tion that could be used to intro- 
duce the products of 23 associated 


|manufacturers to consumers. At 


the time she originated her pro- 


ject, Miss Moffet was in charge of | oy; import because 
advertising for an appliance com- are gadgets until advertising has necessary to get inventors to think 


pany. 


There she found that the great-*|t,2n demand, at which time they | 


est difficulty in introducing a new 
product was the resistance of the 
prospect who had never seen or 
heard of it before. She reasoned 
that if it were possible to get new 


| products into the hands of enough 
| people to create word - of - mouth 


advertising, they could be intro- 


duced more successfully and more | 


economically. 

Unable to interest her own com- 
pany in wholly financing the idea, 
she did sell them on participating 
in it, along with 22 other com- 
panies who liked the project. One 
of the considerations was that the 
club would provide an outlet for 
the production of associated com- 
panies. Actually, they now sup- 


ply only 15% of the items mailed. | 


To date, the gadget club has had 
no competition, mainly because 
“anyone who wants to get into 
competition with GMC can very 
quickly, 
come to the conclusion it is a los- 
ing proposition, which is exactly 
the impression intended.” Today, 
the average retail price of the six 
gadgets received by members is 
$2.26." 


‘Dominant’ Factor 


Lacking competition, the organ- 
ization believes it is the “domi- 


nant” factor in the gadget indus- | 


try. To them this is of tremend- 


CHICAGO 


by simple mathematics, | 


presented to the club for consideration. 


JURY MUST APPROVE—The gadget jury, consisting of a manufacturer; market- 
ing expert; Chief Gadgeteer Miss M. L. Moffet (seated at table); a represen- 
tative of the GMC and sundry personnel either passes or rejects all new gadgets 


The broadcast of the proceedings forms 


a neat promotion gimmick. 


“all products 


created public acceptance and 
| become staples.” Under their defi- 
_nition an automobile is as much a 
/gadget as a comb-brush until it 
|has won public acceptance. The 


electric refrigerator, the vacuum | 


| cleaner, the Ford automobile, were 
|all once gadgets, according to the 
| GMC interpretation. 

| Based on these premises, the 
GMC was launched with an am- 
bitious advertising program in the 
spring of 1947. This initial cam- 
'paign included magazines, news- 
| papers, direct mail and radio. It 
soon became apparent that, of the 
media used, radio brought larger 
immediate returns, and practically 


|}tee entire budget was put into 
radio. 

Mail began pouring in. En- 
couraged by results, GMC soon 


had signed nearly 300 stations, | 


using local talent on fifteen min- 
ute programs. Over $300,000 was 
spent in radio from May through 
| December, when it became neces- 
sary to discontinue all advertising 
except one program on KFWB, 
Los Angeles, because member- 
ships were coming in too fast. 

Mr. Davis readily admits he 
doesn’t know why radio has been 
the most effective medium for 
GMC. He does say that possibly 
the fact that radio creates a men- 
tal impression makes it the log- 
ical means of selling something 
which, in another sense, also is in- 
tangible. Whatever the reason, 
| Davis says the agency just couldn’t 
| produce the counterpart of their 
|radio effectiveness in publication 
| space. 


Backlog Now ‘Digested’ 


The backlog is digested now. 
The club has moved into a new 
‘building with facilities for han- 
| dling any foreseeable volume of 
|mail, and they now are ready to 
| start making their “losing’’ prop- 
osition pay off. 

Outlining their plan for doing 
| this, GMC officials list these as- 
'sets: virtual dominance of the 
gadget industry, a “priceless” 
| mailing list, in that their member- 
ship consists solely of people who 
‘not only are interested in new 
| products but will pay money for 
‘them; a group of members who, 
| by the act of joining, have proved 
|that they are people who are 
“sales and advertising condi- 
tioned.” 
| GMC believes these assets, and 
_the uses to which they will be put, 
are of interest and vital signifi- 
| cance to all selling organizations. 
_ Their plans indicate they intend 
_ to utilize every angle of their posi- 
|tion, like the meat packers, who 
/use everything from a pig but the 
squeal. 

A necessary background to their 
| plans is found in the methods used 
to achieve dominance in the gad- 


get industry. First of all, it was 


of GMC when they have a new 
product. Here the club provides 
‘two important services in the in- 
| troduction of a new product to the 
public. 


10,000 vs. 100,000 


If the average inventor could 
sell the product to a mail order 
|house, a department store, or a 
chain, he could expect to get an 
}opening order of 10,000. This 
means 10,000 of his product are on 
sale but not necessarily that they 
are sold. 

If the 10,000 were sold quickly, 
and in the hands of consumers 
where demand could be built up 
word-of-mouth advertis- 
ing, the inventor could consider 
‘himself well off. However, such 
isn’t the case, GMC claims. Ac- 
tually, they say, the product is on 
the counter in stores, and it usu- 
ally takes some time to sell the 
complete order, if in fact it is 
sold out. They offer the statistic 
| that not one out of 15,000 new 
| products ever achieves this initial 
distribution. 

If GMC accepts the gadget, the 
| minimum opening order is 100,000. 
|In addition to this, rapid public 
/recognition can be obtained be- 
|cause the whole of the 100,000 
jorder is in the hands of their 
|members within a few weeks. And 
|they quote surveys which indicate 
that the average member show- 
each new gadget he receives to 
an average of 10 of his friends 
within the 30-day period follow- 
ing receipt. 

Otuer angles include the forma- 
tion of the National Association of 
Inventors, and the National Gad- 
get Manufacturers 


to put “inventing’’ on a business- 
like basis, and to channel new in- 
ventions in the right direction. 
There is no official connection be- 


tween GMC and these associations, | 


but the ties are close. 

Result of all this is the claim 
by the club that in the past year, 
83% of all new pecdicts have 


Association. | 
Objective of both organizations is | 
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cleared through them. Today, the 
are averaging 250 submissions 
month from all parts of the worlc. 
They now have a back-log of 26 
acceptable gadgets, and mor: 
coming in every day. 

From this it is clear that, eve, 
if every member doesn’t get th» 
same gadget each month, there i 
still a considerable surplus of gad- 
gets which they believe can b 
sold successfully to the public. The 
surplus will go to the recent) 
formed Peerless Premiums Ltd. 
a company organized for the sok 
purpose of taking the overflow anc 


|disposing of them through com. 


panies using premiums. 

Peerless Premiums is an inde- 
pendent company, but pays a per- 
centage of its sales to GMC fo. 
the privilege of receiving its re- 
jects. This activity has alread) 
received many indications of in- 
terest from premium users and 


chain stores. 


Among the letters seen by your 
reporter were lengthy queries out- 
lining the needs. of two of the 
top names among American food 
companies both known for 
their use of premiums: a chain 
store group operating 215 retail 
outlets asking to handle a specific 
item and to be borne in mind for 
other items; an export and im- 
port organization acting for a 
South African client asking for 
the right to handle available prod- 
ucts. Peerless Premiums handles 
only those indicating interest in 
gadgets not yet released to mem- 
bers. 


Gadget Nook Takes Over 


If the gadget has been released, 
it is the property of the Gadget 
Nook Company of America, which 
has an exclusive contract for all 
releases, as well as rejects not 
suitable for use as premiums. Op- 
erations of this company consist 
of establishing Gadget Nook 
Shoppes in department stores on 
an exclusive basis in a territory. 
These nooks will be the only place 
GMC items and others submitted 
to them can be purchased. 

This company is seen as a major 
outlet for gadgets. The original 
mailings to members are con- 
sidered a giant sampling, and the 
company’s files are bulging with 
letters from members who want to 
make additional purchases of par- 
ticular releases that strike their 
fancy. To date, they have not 
bec. available. 

When the nooks are established, 
such inquiries will be referred to 


THE NEGRO 


MARKET iS 


TERRIFIC! 


15 million American Negroes 
10 billion dollars a year! If you - 
food, drinks, OF any other 
products to sell, reach this big buyi 
public through the Negro Ts a 
magazines. Interstate Uni News- 
Papers, ag 1 Fifth Ave., N. Y., can 
u advertising in these 
ea 
profits! Write us todas. _ 
NOTE: We now have facts compiled by the 
Co. ¢ America on brand 
nces of Negroes from coast ¢ . 
Write now for this free information. sie: ae 


INDUSTRY 


not afraid of the future. 


Drug & Cosmetic 
~ Covers an industry that is 


Also Publishers of Beauty Fashion 
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ACCOUNT EXEC—Proving an agency 

man will do anything for a client, Don 

Davis of Davis, Harrison & Simmonds 

poses with gadgets-of-the-month com- 
ing out his ears. 


the local store holding the fran- | 
chise. The first of these will soon | 
be opened in Snellenberg’s, Phila- 


delphia, and an installation in 
Sanger Bros., Dallas, will follow. 
Others are being negotiated. As 
in the case of Peerless Premiums, 
the company will pay GMC a per- 
centage of sales. 

These two organizations by no 
means exhaust the possibilities of 
the club, On the premise that 
their membership is composed of 
people who have proved they are 
sales and advertising conditioned, 
and are the kind who buy new 
products, the club believes they 
have the perfect list for sampling. 


Sampling Service Set Up 


Therefore, another company, the 
Manufacturers Sampling Service, 
has been set up. It will handle all 
details of a sampling to the GMC 
list, either on a national basis or 
in selected markets. This will be 


the only use made of this list for 
such purposes. To the many re- 
quests of list companies for its 
membership lists, GMC has an- 
swered: “They are not available 
to anyone, at any time, for any 
price.” Here too, the parent com- 
pany will collect a percentage of 
the take. 

Last of the associated companies 
is the Gadget Guild of America. 
Objective of this company will be 
to “do for the gadget industry 
what Mission Pak has done for 
fruit.” Gadget gift packages will 
be put together and sold at prices 
of $1, $5, $10, $25, $50, and $100. | 

One more activity is planned. | 
A contest fulfillment department | 
will be operated directly by the | 
club. It Will have mailing facili- | 
ties, and can furnish prizes if de- | 
sired. 

Among additional projects now | 
in the planning stage is the pub- | 
lication of a magazine to be named 


Look 


in the basic source 


OF MARKET INFORMATION 


1949 Industrioh 
Marker DATA Boon 


*Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


New, which will have a guaran- 
teed circulation of 250,000. It will 
be a pictorial “slick” featuring 
new gadgets, appliances, fashions, 
food, furniture. In July 1949, an 
International Gadget Exposition 
will be held at the Pan Pacific, 
Los Angeles. At GMC headquar- 
ters a model Gadget Nook Shoppe 
will be set up as a showroom for 
buyers. 

All these activities are the re- 
sult of a consolidation of position 
since it became necessary to cut 


off the major part of the adver- 
tising last December. Since that 
time, a local program has been 
continued on KFWB, and a quarter 
page monthly has been carried in 
Popular Science. 


Extension Offer Made 


In the meantime, membership 


bership for one month for every |the remainder in newspapers and 


new member they send in. Appar- 
ently members are sold on the 
GMC, because without advertising, 
through an 87% renewal and 


/'members gained by means of the 


extension plan, total membership 


been increasing. 


A budget of $800,000 has been 


has been expanded considerably | set up for the 1948 GMC campaign, 
by enclosing an “extension” offer which starts this month, will reach 


,in monthly mailings to members.|a peak in October and November, 


Under this plan, members are of-|and taper off in December. About 
fered an extension of their mem- half of this will be spent in radio, 


magazines. 


Davis, Harrison & 


Simmonds will handle the radio 


advertising, 
Ryan, 


while Ruthrauff & 


Hollywood, has just been 


When you 
need a 
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LIST 


Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

post fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 
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Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the P.M. Mind—read ads deliberately. 


* That means ANYTHING from shoes to 
shampoo...razors to raincoats... ties to 


tires... watches, cars, radios, golf balls, pipe 


tobacco, cameras, shotguns, fishing rods, 


railway vacation trips —a list without end. 


More than ONE MILLION circulation 
More than MILLION male readers 
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named to handle the publication 
advertising. The associated com- 
panies will have separate budgets 
and agencies. 

For radio, the 30-minute show 


ion: Screening interviews are held | 
| manufactured efficiently, and esti- | 


daily at the organization’s office 
during specified hours. Inventors | 
whose gadgets show commercial 
possibilities are again interviewed. 


/must feel it can be sold at the 


facturer must agree that it can be | 


mate the cost; the marketing man | 


necessary mark-up. Final test is 


9 Age, August 


|makes this gereralization: 
larger the station, the more effec. 
tive it is from a sales standpo nt 
. . 50,000-watt stations proved ty 
be “best buys.” 


“Gadget Jury,” which has been This interview goes on the air and|a sample mailing to 15,000 mem- . \ 
tested on KFWB for the past four is directed by the “jury” consist-| bers. If eight or more out of 10 Farmers Won't Touch on 
months, will be transcribed and | ing of Miss Moffet as chairman, | like it, the inventor is given the | Contrary to mail order expe-J 
used on 285 to 300 stations. The Don Davis as moderator, two con-|standard maximum order for | rience, by far the greatest pcr. f{our- 
program is developed in this fash- sumers, one marketing man, one | 100,000. tion of the GMC membership has [5upP@ 
manufacturer, and one representa-| It is almost unnecessary to add | come from areas where popula. Jcuct 
tive of GMC. Personnel of the| that GMC is rather happy about | tion is highly concentrated. Tie} Vea’ 
NOW OVER jury is changed each week. the show. They feel that it is| company has been unable to lay 4comi 
g O OOO really 30 minutes of commercials. | its hands on the farmer’s dollar, §{:sin 
Must Prove Practicality As satisfied as they were with the | Su 
( CURRENT AVERAGE) ere results of last year’s campaign, | making profits while the mother §!:rg¢ 
wenshtes Ua |. To get a preliminary accep-| yen better results are expected | CHIEF GADGETEER—Miss M. L. Mof- |COmpany continues to lose, it is Js10W 
tance, the inventor must convince | +i. year. | fet, founder of the Gadget of the | anyone’s guess where the Gadget- bude 


the consumers his gadget is prac- 


of-the-Month Club wi m gover 
| tical and labor-saving; the manu- | n ub will go from 


|has learned a great deal about | here. 
radio last year, the most impor-_| Other profit possibilities have Jvem! 
tant fact being which stations pay Davis, is that audience measure- | arisen. One of the country’s larg- JHous 
off and which do not. In accumu- | ments by various organizations do est premium users, for example, jl, 
lating this knowledge GMC paid not mean a great deal when it| has offered GMC a fixed fee for Jday’s 
as much as $126 to get a $1 mem- | comes to determining sales effec- | the privilege of being informed JCom 
bership, and as little as 9 cents. tiveness of a station. GMC has | about all submissions which might Jcolor 
Average cost per order was 40)| had many experiences where sales | be used as premiums. will 
cents. results were directly contrary to| Another eastern manufacturer} Th 


Another fact says | accepted coverage of stations. He | Wants to buy 1,000 yearly mem- §|-—— 
__| berships for selected prospects and 


'/have the club enclose one of his 
monthly mailing pieces with each 
gadget. 

: Each time the mailman passes, 
a new idea arrives. Never before 
has a company management been 
so willing to lose money— it seems 
that each time a greenback floats 
out the window it comes back in 
the front door—and brings a 
| friend. 


See 1948 Volume 
Exceeding 1947 


New York — Business volume 
‘during the last half of 1948 will 
|pass the record peak established 
‘during the last half of 1947, ac- 
/cording to more than 200 Ameri- 
(can business leaders who were 
/surveyed by the Department Store 
| Economist. 

| The principal reason for this 
|prediction is the high national in- 
come and full employment plus 
|the European recovery program, 
|U. S. military preparedness pro- 
|gram and the additional buying 
| power made available through in- 
'come tax reductions. 

Eighty-five per cent of the busi- 
ness people surveyed by the Econ- 
omist forecast increased business: 
12% predict the same volume as 
1947; 1.2% expect slightly de- 
creased business, and 1.8% are 
not certain. 
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'Self-Seal Plans | Fall 


‘Drive for New Symbol 


| The Self-Seal division of United 
| States Envelope Co., Springfield. 
| Mass., has created a new charac- 
|ter “Dry Seal,” to serve as the 
| theme for a new campaign, fea- 
|turing Self-Seal envelopes. The 
| campaign, using radio, magazine 
‘and Sunday newspaper supple- 
,ments, will be launched in ear): 
| fall. Magazines to be used will be 
Ladies’ Home Journal, Life ani 
| Woman's Home Companion, a: 
| well as This Week and Parade. 
| A trade campaign will supple 
|/ment the consumer drive. Mats 
electros, window and counter dis 
plays and other point-of-sale re- 
minders will be available t 
, dealers. 


The Boston Post— Your BASIC BUY — takes the 
guess-and-be-gorra out of proper coverage of the 
major New England markets! Among all standard- 


size Boston morning newspapers, The Boston Post WTCB Appoints Smith 
gives you the greatest circulation by far in | Leo D. Smith, formerly adver- 
| tising and public relations director 
|of the Merchants & Mechanics 
|Bank in Flint, Mich., has been 
named sales manager of Station 
_WTCB, Flint. David Mendelsohn, 
| formerly account executive of Sta- 
WFDF, has joined WTCB’s 
‘sales staff. 


@ 15-MILE AREA 
@ 30-MILE AREA 


@ CORPORATE BOSTON 
@ 10c FARE ZONE 


PLUS circulation leadership in 25 of the 27 counties where 


94% of all standard-size Boston newspapers are sold! 
A. B.C. 12 mes. 3-31-47 


for further information and complete proof, consult the KELLY-SMITH COMPANY, national representatives, 


Kaplan Gets Two 

| Ben Kaplan, Providence, R. I. 
agency, has been appointed t 
handle advertising of Lew Mfg 
| Co., mechanical pencils, and York 
Decorators, both of Providence. 
The agency will move to new 
quarters in the Smith building 
| Sept. 1. 
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‘le to layfcompany’s five years of saves) postcard. The change was made,| Merchant Magazine. made, and the results published , 
dollar | the company said, after a clipping The magazine distributed print- | in the December issue of Argosy. 
oar. As a cross-section of the male 
ompanies{| Supak, which claims to be the | service test last year showed that ed ballots, saying: “We are cast- Sin Willer 
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| PRODUCING IDEAS 
nm passes, This remarkable 6i-page book by 
er before James W. Young, Senior Consultant 
|] of J. Walter Thompson, is worth Its 
1ent been || weight in uranium to every man who 
-it seems My 
ve 5- 
ack floats of the highest paid men in the age 
; back in business, for developing ideas that sel 
be Acclaimed as the biggest little book 
brings a ever written for advertising men, now 
in its fifth big printing. A must for 
you if you are a creative man. $1.00 
on 10-day money-back guarantee. 90c 
each in quantities of 10 or more. 
ime 
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volume 
1948 will | “The Diary of an Ad Man” 
tablished (The Jim Young Classic) 
1947, ac- A practical volume for the man who 
DA ; is broadening his horizons in the ad- 
meri- vertising business. As Victor 0O. 
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{1 which emits flash after flash of pene- 
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This 


should with the appealing format 
/it now has. Furthermore I hope 
| Liberty picks up many more ad 
| pages than that awful low of about 


seven pages. But what irks my 


|poor, sappy little IQ. is that 
Creative Man Writes | others questioned its legality. quoted in your July 26 issue! prove we lead!” Naturally, the 


a Letter to the Editor | 
To the Editor: I understand 
that, in the agency business, when | 
they can’t give you a raise, they | 
make you a vice-president. In the 
publication business, I am learn- 
ing, they write editorials about | 


you. 

Regardless, thanks for those} 
kind words [Editorial, “Crusty 
Old Creative Man,” Aug. 2]. | 


They'll fit nicely into my anony- | 
mous scrapbook. And, may I say | 
in return, if I wrote what I do 
for anybody else, I’m pretty sure 
I not only would not get editorial 
mention, but wouldn’t get printed 
—and might just possibly get fired. 

Confidentially, how many sub- 

scriptions do I cost you a year? 
THE CREATIVE MAN. 

A good many people get fright- 
fully annoyed at The Creative 
Man, and no doubt some of them 
cancel their subscriptions. A good 
many more agree with him, espe- 
cially when it’s some other ad- 
vertiser’s copy he is taking apart. 

BBB Supports FTC 
on Use of Term ‘Free’ 

To the Editor: Your July 12 is- 
sue in commenting upon the Fed- 
eral Trade Commission’s com- 
plaint against several book clubs’ 


use of the word “Free,” stated that 
Better Business Bureaus and 


|have you considered the practice 


The Chicago Better Business 
Bureau, and I believe many other | 
Better Business Bureaus, support 
the action of the Federal Trade 
Commission and have gone on rec- 
ord in this connection on several | 
occasions, as may be observed in 
the attached bulletin story. 

A. B. JOHNSTON, 

Assistant General Manager, 

Chicago Better Business Bu- 

reau. 


Wants the Answers 
To the Editor: This is an oft- 
aired suggestion, I suppose, but 


of printing answers to letters ap- | 


pearing in your column, “Voice of 
the Advertiser?” 

Frequently the reader is inter- 
ested in the situation discussed or 
idea presented (or at least should 
be if the letter merits publication) 
and feels cheated when there is 
no editorial comment. 

WALTER BARNEY, 

Copy Department, Grant Ad- 

vertising, Chicago. 

Good idea. AA will attempt to 
present answers to letters when- 
ever possible. 


Submits Advertising 
Definition in 18 Words 


To the Editor: I think the defi- 
nition of advertising’s purpose as 


STATES... 


CAN THE NATIONAL ADVERTISER 
\ REACH EVERY NEWSPAPER READER 
OVER 500,000 POP- 
ULATION FOR LITTLE 


4 


| 55¢ PER LINE DAILY AND 


50c PER LINE SUNDAY 


The Courier-Journal and 
Louisville Times give their 
15°%,-or- better 


coverage in 70 counties of 


advertisers 


the rich Kentuckiana area. 


Che Conri 


335,585 DAILY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


er-Zournal 


268,044 SUNDAY 


line 
| Liberty thought of it first. 
| what wholeheartedly exasperates 
ime is that 1x1%” scrap of wis-| 
| dom, 

| sales.” 


(Page 43) is not only inadequate | poving figures are for those uni- 
but erroneous and silly and un-| versa) businesses, “B”, “C”, and 


worthy of Young & Rubicam. 


I think also, that the purpose of | 


advertising, like almost any other 
human occupation, preoccupation 
or endeavor, can be compre- 


-hensively defined in 18 words. 


“D”. And who, according to the 
\figures quoted, should admit re- 
ceivership if they’ve got any cents 
left. 

| said “comparison proves.” 


| But it will never prove anything 


It is submitted, here and now, in | when one comparative product is 


words that: 


'on the tree stump and the other 


The purpose of advertising is to| three are buried in the surround- 


attract, inform; to create confi- 
dence, prestige; to sell, keep sell- 
ing, keep sold. 

That it pays its freight is with- 
out question. How the competitor 
is doing is beside the point. 

Lou SHELDON, 
Joplin, Mo. 


Thoughtful Riveter 

To the Editor: Here’s something 
that may interest you: 

The General Petroleum Corp. is 
erecting a modern skyscraper 
structure to house its headquar- 
ters in downtown Los Angeles in 
an area filled with small hotels. 
Mindful of the racket made by the 
riveters as they put the steel col- 
umns in place, and the effect on 
the eardrums of the neighbors, 
the company put up this sign: 

“Our sincere apologies to our 
neighbors for the annoyance this 
hammering must occasion.” 


When the steelwork was com-. 


pleted the sign was replaced by a 
new one with the following word- 
ing: 

“The last rivet has been driven. 
You are glad—and so are we!” 

K. KEITH, 

Account Executive, J. M. 

Straus & Co., Los Angeles. 

A-B-C-Ditis Ir 
This Ad Watcher 

To the Editor: I’m vexed! 

In the July 19 issue of AA is a 
spread pushing Liberty. Now I’m 
not annoyed at Liberty mag as 
such, nor am I annoyed at the 
“Middle Millions” because 
But 


“Newsstand single 
Another admission 

A-B-C-Ditis and/or 1-2-3-4itis. 
I’m glad Liberty is picking up 

in newsstand sales, but after all it 


of 


copy | 


ing muck-hole of anonymity. 
J. FRItTz, 
Los Angeles. 


Realism Revolutionary? 
To the Editor (and The Crea- 
tive Man): I’m scared! Just plumb 
scared! 
This Schaefer ad is gonna revo- 
looshunize advertising. Next time 


| Fat bun | 


WAND 
WAS WEVER LosT 


I go to my faverit saloo—er, tap 
room, I got a hunch Joe the bar- 
tender is apt to have everybody’s 
dirty glass lined up in rows of 12 


a proud new papa and say, “Boys, 
ain’t that elegant! Lookit those 
pretty dirty glasses. Now just 
keep lookin guys until that ap- 
peetysin site makes yur mouth 
water fer good old Schaefer beer.” 
Corse, he cud spit in em and make 
em dirtier lookin but maybe that 
ain’t nessessary. I dont think it 
is. 


Advertising Age, August 23, 19 8 


leeve my stomik very firm. ‘io 
you see, its like I sed, I’m scared 
Jeepers, spose Scott’s tissues aq 
some of those guys like this idea 
—why first thing you know they’) 
—gee, I lost my appeetite for 
more ritin. 
HAROLD SALSBURG, 

Salsburg Advertising Agency, 

Wilkes-Barre, Pa. 

Perhaps the Creative Man would 
approve the realism of this pic- 
ture of the empty glass, with its 
rings indicating successive sips. /n 
his Corner Aug. 16, he criticized 
the neatness of Schaefer’s bottlo- 
cap ad. 


Backs Fellow-Townsman 


on Boiler Copy 

To the Editor: Now and then 
one notes that—while they are not 
doing anything—some agencies 
needle the performances of their 
competitors in letters to AA. 
Righteous indignation may justify 
anyone’s inveighing against such 
things as vulgarity, but not even 
the best of copywriters can be re- 
lied upon to prophesy_whether an 
advertisement may prove good or 
bad, that is, whether it can gen- 
erate desired dynamic mental op- 
eration. Readers of AA have ex- 
perienced instances where adver- 
tisements have been so bad as to 
prove “good.” 

Nevertheless, in AA for Aug. 2 
an “agency” presents, with his 
derogatory remarks, a competi- 
tor’s layout, which one may well 
pronounce a model of the up-to- 
date art. 

The gravamen of Mr. Young's 
criticisms of the Parker boiler is 
that “the bent, tube cannot be 
descaled or cleaned by mechanical 
turbine tube descalers” (although 
no one had stated it could). Quot- 
ing Mr. Young, “Does the guy 
know that’? modern steam gen- 


erating processes involve consid- 


and he’s gonna sit back lookin like | 


The site of somwun elses dirty | 


dishes is usially enuf to sper? yur 
appeetite. Ya see, those rings are 
sposed to show the firm body of 


erable applied chemical science 
and that one of the unique fea- 
tures of the Parker patent is hi: 
elimination of the destructive 
tube-scraping by replacing that 
laborious process with a simple 
process of chemical solution of the 
scale? This has long been found 
practical but what is novel is that 
Parker has boldly designed a 
boiler based upon this efficient 
feature. And, just as one can 
train dogs (and most agencies) 
not to make a mess indoors, M: 
Parker has trained his boiler 
water to deposit its precipitate at 


the beer but its a pitcher that dont’ a more accessible location in the 


meets your 
screening test? 


If you're interested in punch— 
it’s the one on the right. 
He’s the reader Better Homes & Gardens 
screens for you because our 100% 
service content meets completely 

his big interest in his home and family. 
Most of his income—among the 

highest for all big magazines—goes to 
buy things for his home and family. 


America’s First Service Magazine 


sales punch 


CIRCULATION over 3,000,000 
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Advertising Je, 


irum remote from the tubes. 

Among Mr. Young’s false con- 
clusions is, that the frank dis- 
closure by the advertisement of | 
even the design of the interior de- 
tails, in a cutaway illustration, 
‘exposes his client’s product to 
the competitors’ claims of other 
types of boilers.” Well yours 
truly is one of those “hell-hounds” 
(as Mr. Young might call all com- 
petitors). And, in proof that there 
exists integrity, “unknown to the 
philosophy” of Mr. Young, in the 
boiler trade, I am devoting my 
evening to aid AA in undoing the 
possible damage to the affected 
yarties by his unfair and ill-ad- 
vised statements. Besides, Mr.| 
Parker is a fellow townsman and, | 
like my firm, has been manufac- 
turing in Los Angeles for several 
iecades. In this field a firm could 
not last over a year or two if un- 
reliable. What seems to have put 
Mr. Young’s nose out of joint is 
the advertiser’s claim that 20% in 
operating economy is effected with 
his boiler. 

But fuel costs have risen to a high 
which actually tends to prohibit 
production and will continue to 
rise. However, a process engineer 
is one individual who can not be 
told that anything is impossible. 
In many industries cost of steam 
generation has been reduced 
50%. We are designing plants in 
which savings of nearly 75% are 
demanded and this has_ been 
achieved in plants using 25,000/h.p. | 
Unlike advertisers, they require 


guarantees of performance and 
results. 
C. W. Sircu, 
Sirch Filters, Los Angeles. | 


2.2 | 


G-E Girls Ask FC&B 


to Move Over | 

To the Editor: In the July 19) 
issue of ADVERTISING AGE, we read | 
with interest an article which pro- | 
claimed that Foote, Cone & Bel- | 
ding in Chicago had gone off the 
double standard. 

In other words the FC&B gals | 
were treated to a day’s outing | 
comparable to the one which had 
annually been given for the men. | 
We’d like to “muscle in” on their | 
claim that they pioneered in the | 
venture. In October of 1947, a/ 
contingent of General Electric fe- | 
male employes trekked to a moun- | 
tain ranch resort not just for the | 
day, but for the entire weekend. If | 
the San Bernardino mountains 
could talk, they would verify the 
girls’ claim to a terrifically suc- | 
cessful outing. 

This year the girls elected to 
spend a weekend at the sea shore, 
and chose Carlsbad by the Sea in 
San Diego County. Not to be out- | 
done by the men, who labeled 
their annual outing a “stag party,” 
the girls have pasted a label on 
their get-together which reads 
“The Doe Party.” 

May we share the pioneering | 
honors with Foote, Cone & Bel- 
ding? 


EILEEN CCNNELLY, 
Advertising and Sales Promo- 
tion Divisions, Genefal Elec- 
tric Company, Los Angeles. 


Kids the Commercials 


To the Editor: I wrote the fol- 
lowing piece for RWL’ Commer- | 
cials, a radio merchandising and 
copy service. Since a number of 
readers got a kick out of it, I 
taought I’d pass it along. Here 
it is: 

Have you heard the Pall Mall 
cigaret commercials lately? We 
think they have hit a new low 
for cigaret advertising—and that’s | 
coing some. After sounding a bell 


end stating that “one cigaret is 
(utstanding” you are asked to take 


Pall Mall and “look at it—it 
ooks better.” Except that it’s 
ymnger than most, we defy any- 
»dy to show us how it looks dif- 
‘rent, let alone better than any 
ther cigaret on the market. Then 


we are told to “feel it—it feels 
better.” That does it! Maybe we 
didn’t feel in the right place, but 
it felt just like any other cigaret 
to us, and, while we were won- 
dering what feeling a cigaret has 
to do with enjoying it we were 
told to “taste it—it tastes better.” 
Ah, here at last was something 
that made sense, and so we lit it 
up and took a puff, sure that at 
last the commercial had gotten 
down to something basic. You 
light a cigaret, make a compari- 
son with other brands you have 
tried, and, perhaps agree that Pall 
Mall tastes better. Yes, we couldn’t 
quite follow the look and feel 
angles, but we could certainly 
understand what they were get- 
ting at when they asked us to 
taste it. And then it happened— 
the announcer continued “smoke 
it—it smokes better.” Did we do 
something wrong? Weren’t we sup- 
posed to have smoked the Pall 


Mall when we tasted it a minute 
before? Were we supposed to 
have taken out a few pieces of 
tobacco and rolled them on our 
tongue? We can’t help but won- 
der—does this kind of advertising 
sell anything? 
HERBERT H. DAVIDSON, 

Copy Chief, Foltz-Wessinger, 

Inc., Advertising, Lancaster, 

Pa. 


| 


tains continual liaison with it. 
Here is the way our members’ 
library operates. Our staff read 
all leading advertising and busi- 
ness publications and select items 
of outstanding interest. A special 
writer prepares a summary, which 
is listed as you will see on the 
attached sample. All items re- 
quested by our members are then 
sent out to them on a two weeks’ 
loan basis. Full credit and pub- 


Wants to Add AA Clips | licity is given to the publication in 


to Membership Service 

To the Editor: May we have | 
your approval to clip from your | 
columns and circulate occasional | 
articles of vital topical interest for | 
the benefit of our members’ li-| 
brary? For 34 years ACA has| 
represented Canadian national ad- 
vertisers. In this respect, it par- 
allels the complete service to mem- 
bers given by the Association of 
National Advertisers, and main- | 


every case. 

Would you please let us have 
your reaction to the following 
points: 


1. May we have your permis- | 


sion to continue to clip from your 
publication in this way? 

2. The rising cost of providing 
this service to an increasing mem- 
bership necessitates that we 
charge a moderate fee to cover the 
cost of mailing and handling. Are 
you agreeable to this modification 


in our procedure? 

A Canadian publisher has told 
us that we select articles of un- 
usual interest and increase their 
circulation in a favorable environ- 
ment. And certainly that has 
been our objective. We would ap- 
preciate your comments. 

Mace Mair, 

Association of Canadian Ad- 

vertisers, Toronto. 

ADVERTISING AGE is glad to have 
clippings from its columns used 
for the benefit of members of the 
Association of Canadian Adver- 
tisers. 


SIMPSON-REILLY, LTD. 
_. Publishers Representatives 


SINCE 


LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 
TTLE NEW WORLD LIFE 


Brahman Boom... Hump Brahmans 
from India, bulls from South Africa 
and France, have brought profitable 
beef strains to the South.. 


G. |. schooling 
~ that gets results! 


Waste of war veterans’ education funds in impractical 


and esoteric instruction has been much publicized . . . 


management, marketing... 


Subjects studied get quick practical 


application through associations formed for 


special services needed locally—stock 


breeding, better seeds, tenant leases, clearing 


Gratifying exception is the on-farm training taken 
by more than 286,000 veterans, who get the 
same $65-90 monthly allowances as G.I.s in 
colleges ...a minimum of 200 hours group 
instruction, and 100 hours individual per year, 
two visits per month by instructors on farm where 
trainee works . . . The course covers everything 


from soil testing to cost accounting—methods, 


centers for jobs and farms for sale or rent... At Orient, Ia., five 


instructors and 104 trainees organized an artificial insemination 


program, within a month signed up 260 owners of 1,400 cows—about 


Most Missed 


-are now 


crossbred with standard stocks by 


Midwest 


farmers. See 
for Better Beef-Makers? .. . page 28 


“Prospecting with more than 


Radio Racket... from set turned on 
all the time in hen houses accustoms 


birds to man noises. . . 
time and feed in bringing broilers to 
market... ‘‘Poultry”’.. 


saves a week’s 


class markets in 


page 126 


SuccessFUL Farminc, Des Moines, New 
York, Chicago, Detroit, Cleveland, 


Atlanta, San Francisco, Los Angeles. 


penetrated deeply by SuccessruL FARMING 


among farmers with the best soil, best 
brains, best incomes . . 
gross $9,890 without gov’t payments— 
$4,000 above the U. S. farm average! 

Record crops and cash, savings of 
the seven best years in history... 


make the SF audience one of the best 


advertising is national, without this market 


and medium! Full facts, any office. . . 


40°. of potential of Adair County! 


in SuccessFUL for August... page 58 


Market... 


1,200,000 circulation 


average 1947 


the world today! No 


Immediate effect of the training is to establish better equipped 
young veterans on farms. Long range results for the whole country 
will be better farmers and better production... Sales and advertising 


executives will profit by reading ‘A Better Crop Of Farmers” 


are the nation’s best farm families in 


the 15 Heart States... covered sparsely by general media, but 
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Ilommel Names Krantz 

Jack Krantz, formerly with 
Hammer Co., Cleveland, distribu- 
tor of imported and domestic 
wines and champagnes, has been 
appointed sales manager of M. 
Hommel Co., Sandusky, O., maker 
of champagne and sparkling bur- 
gundy. 


Draftees to Wear Civvies 


The National Association of Re- 
tail Clothiers & Furnishers has an- 


| civilian clothing when off duty or | tries, Cleveland, has been named 


Hume Retires from G-E 


nounced that the increasing Army | 


and its draftees will not cause a 
shrinking of demand for civilian 
clothing and apparel because 
draftees will be permitted to wear 


off the post. At least this fact was assistant sales manager in charge 
stated in a letter to the association | of advertising and sales promotion 
from Major General Edward F.|of Byers Machine Co., Raven- 
Witsell, adjutant general of the/ na, O. 


War Department. 
‘Wall Joins CKAC 


Gilbert Wall, who has been as- 

John E. N. Hume, commercial | sociated with Radio Program Pro- 
vice-president of General Electric | ducers since 1938, has joined Sta- 
Co. since 1938, and a member of | tion CKAC, Montreal, as agency 
the G-E organization for 41 years, relations and program supervisor. 


has retired. 

Sabi ns B Honey Butter to JL&F 
abine Joins Byers |. Honey Butter Products Corp., 
Kenneth E. Sabine, formerly as- | Ithaca, N. Y., has appointed Jas- 

sistant advertising manager of | per, Lynch & Fishel, New York, to 

Jack & Heintz Precision Indus-| handle its advertising. 
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Tacoma’sa 


Trouser Center too, 


«because of Day’s Tailor-d Clothing Inc. 


LARGEST of its kind west of Chicago 
and north of San Francisco, Day's Tailor-d 
Clothing, Inc., produces an average of 2200 
pairs of trousers every working day. Day's 
Ranger whipcords, San Juan slacks, Campus 
King cords and other sport and work trousers 
are distributed throughout the eleven West- 
ern states and in Alaska. It is just one more of 
the many diversified industries which make the 


Tacoma-Pierce County area a “must” market. 


No ‘‘outside’’ newspaper gives you ade- 
quote coverage of the vital Tacoma- 
Pierce County metropolitan market. These 
percent-of-coverage figures tell why: 


Tacoma News Tribune 79% 
Second Tacoma Paper 51% 
Seattle Morning Paper...10% 
Seattle Evening Paper... 4% 


Than 60,000 Daily 


News Tribune 


Vhe Creative Mans Corner 


From the remarks this Corner has made of late about 
whisky advertising, it could very well be adduced that its 
occupant is not given to swilling the stuff — which is far 
from the truth, as some of his columns may have indicated. 

The Corner returns to whisky advertising this week, 
however, for quite a different reason. The campaign under 
discussion—the Lord Calvert “Men of Distinction” cam- 
paign—has generated, perhaps, more comment than any 
other campaign running, with the possible exception of 
Calvert’s “switch” campaign and some of Lucky Strike’s 
lulus. 

Now undoubtedly, the free publicity which such adver- 


To enjoy the most geaninely pleasant highball you ever tasted, try Lord Calvert in your mest drink 


For here is whiskey so traly distinguished so rare, sq mellow... that it is 
exprestly for these who appreciate the The time you order speak the name Lord Cotvert! 


4 CUSTOM BIZRDAD WHISKEY, rye, cae 


tising generates is proof positive to its sponsor that it must 
be good. But is it? 

In this Corner’s sober opinion, such publicity is only as 
good as the quality of that publicity. The people who 
finger their lips over the tobacco auctioneer’s chant, the 
radio comedians who announce they have “switched” to 
such-and-such a brand, and the New Yorker cartoonists 
who depict a drunk in a gutter holding a bottle of Lord 
Caivert to his chest can hardly be considered as providing 
good publicity. 

The tendency today, however, seems to be to find just 
such a “gimmick” to provoke widespread comment and 
gratuitous reference. It may be that it’s better to be talked 
about disparagingly than not talked about or referred to at 
all. But this Corner doubts that seriously. In fact, this 
Corner would prefer to lay its money on advertising that 
a few people believe in than on advertising that a lot of 
people find cause for idle and, all too frequently, depreca- 
tory comment. 

Any takers? 


STRICILY COMMERCIAL 


YOU COULD LOSE US in acorner of Compton’s. Our bill- 
ings are birdseed alongside of BBD&O’s . . . yet 
we are one of the BIG agencies in this business. 


BIG IN POINT-OF-VIEW. Big in personal service. Big in 
creative talent. Big in dollar value ... in terms 
of what you get for each 15 cents of commission 
we get. 

WE'RE A YOUNG AGENCY—/or businessmen with young 
ideas. If that’s you... write for our new folder, 
“15 CENTS”. That’s the title, it’s free. 


ROYAL & DE 


452 Fifth Avenue, New York 18, N.Y. * CHickering 4-0140 
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Calvert's Switch 


Won't Be Switched 
in “49 Campaign 


(Continued from Page 1) 


be carried by more than 360 
newspapers, and the frequency 
would be stepped up. 

Calvert’s other publicity-get- 
ting campaign, the Lord Calvert 
“Man of Distinction” promotion, 
will also be continued in maga- 
zines. In addition, a newspaper 
series featuring the blend as “the 
gift of distinction” will appear 
in selected markets this year. 

Lennen & Mitchell is Calvert’s 
agency, and Lord Calvert is han- 
dled by Geyer, Newell & Ganger. 


FRANKFORT TRAINS 
FOR CHRISTMAS DRIVE 
New YorkK—Frankfort Distillers 
Corp., which currently is con- 
cerned with the promotion of 
Four Roses with its ingenious 
cake-of-ice display, is also ready- 
ing a major Christmas push. 
After its summer promotion, the 
distiller will move almost imme- 
diately into Christmas gift ad- 
vertising, based on its knowledge 
that probably no other whisky is 
given oftener than Four Roses. 
Four Roses is now being pro- 
moted in eight magazines, with 
some newspaper support. Around 
Christmas, the magazine list will 
be expanded—including a number 
of single-shot insertions—and 
Frankfort plans to take 1,000-line 
ads, on a five or six-insertion 
basis, in 85-90 cities. Further, 
where color is available, the com- 
pany will use it in newspapers. 
The advertiser has similar plans 
for Hunter, but the media list will 


be smaller. 

Paul Jones will continue in 
magazines, with interspersed local 
newspaper drives. One of these 
newspaper campaigns is now in 
progress in New York. 

Young & Rubicam is agency for 
Four Roses and Paul Jones; Owen 
& Chappell for Hunter. 


SEAGRAM BOOSTS AD 
BUDGET ON BRANDS 

New YorK—Seagram Distillers 
Corp. will boost its budget for the | 
fall drive but will leave its themes | 
for the three brands pretty much | 
as they are. 

Seagram’s Seven Crown will | 
get magazine, newspaper, outdoor | 
and intensive sales promotion, | 
through Warwick & Legler. Seven 
Crown is now supposed to be the | 
industry’s leader in sales. 

Ancient Bottle gin, which is 
now concluding its “Golden | 
Spike” promotion (which enabled | 
Seagram to distribute some 2,- | 


000,000 plastic spikes for the! 
drink, basically an Old Fashioned | 
made with gin), will use maga- | 
zines. Seagram’s V. O. will also | 
use magazines. Roy S. Durstine, 
Inc., handles both V. O. 
Ancient Bottle for Seagram. 


and 


Newspapers Push Brands 


The Quality Group, composed 
0! 18 weekly newspapers in New 
Jersey, has begun a_ promotion 
whereby each newspaper runs an 
ad in each issue calling attention 
tc the value of brand names ad- 
vertised in the newspaper. The 
promotion is carried on in coop- 
eration with the Brand Name 
Foundation. Advertisers using all 
newspapers in the group are! 
awarded a 10% discount. The 
group accepts insertions on behalf 
of all its newspaper members and | 
sends the advertiser one bill. 


Chicopee Changes Name > 


The corporate name of Chicopee 
Sales Corp., New York, has been 
Changed to Chicopee Mills, Inc. | 
The company is a textile subsidi-| 
éry of Johnson & Johnson, New 
I} runswick, N. J. There has been 


ro change in the management or | 


gal status of the company. 


KFDA Begins Operations 
Station KFDA, ABC affiliate in 
Amarillo, Tex., began operations 
Aug. 13, with 5 kw daytime, and 
1 kw nighttime, on 1440 kcs. The 
station is operated by the Ama- 
rillo Broadcasting Corp. and 
owned by J. Lindsay Nunn and 
Gilmore N. Nunn. Howard P. 
Roberson is general manager. 


Plans Video Department 


Van Diver & Carlyle, New York, 
is establishing a department for 
the development of packaged 
video shows. The new depart- 
ment will be under the direction 
of Wayne Wirth. 


Marto Opens Agency 
Walter W. Marto, who was with 
the Copley newspaper chain in 
southern California for nearly 15 
years, has opened an advertising 
agency under his own name at 
1472 E. Walnut St. Pasadena, Cal. 


Karagheusian Will | ssa an dealers get a set of Building News’ Returns 
Expand Fall Push dian “Gypsum Co. Tore 


window and counter displays, re= | Canadian Gypsum Co., Toronto, 
New York—A. & M. Karagheu- | commercial. 


| prints, decals and a new singing | returns to the Canadian building 
’ |trade after an absence of seven 
sian will expand its consumer ad-| Fuller & Smith & Ross is the| years. With a distribution of 30,- 
vertising campaign this fall, | agency. 000 in the building industry in 
using magazines, business papers, ———_- eastern Canada, the publication 
newspapers and dealer aids will be issued, in English and 
pap ; ‘ .,| Watts Advanced French, six times a year. 
Ads for Gulistan carpets will 
appear in American Home, Better Herb A. Watts, vice-president Se 
- |and Montreal manager of Might 
Homes & Gardens, House Beauti- | Directories Ltd., has been a 
p- 
ful, House & Garden and Living, | ,ointed executive vice - president, 
in full-page, four-color form. In| with headquarters at the head of- 
13 newspapers in 12 key market-| fice in Toronto. The Montreal of- 
ing areas, newspapers will carry fice will remain under the super- 
full-page, four-color ads for car-| Vision of Mr. Watts, 
pets. Business papers to carry | “ 
Gulistan copy include: Bozoffice | Marsh Joins KWNO | 
(Modern Theater section), Home| Kenneth L. Marsh, formerly | 
Furnishings, Merchandising, Na- 


general manager of Station WFNS, | 
tional Furniture Review, Retailin Burlington, N. C., has joined Sta- 
and Rug Profits. 9| tion KWNO, Winona, Minn., in 
| the same capacity. Everett Qualls 
Dealers will provide eutetiers | has been named to succeed Mr. 


(in cities where newspapers can/ Marsh at Station WFNS. 


Balwin Resigns 

Ernest P. Baldwin has resigned 
as account executive of Franklin 
Fader Co., Newark. His future 
plans will be announced later. 


$.S. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 per gal. $1.25 per at. 


TRIBUNE 
(7 Days) 


8,744,610 


The Salt Lake Tribune-Telegram 


Salt Lake City 


NEWSPAPERS 
The 1948 Picture 


PUBLIC ACCEPTANCE OF THE TRIBUNE-TELEGRAM 
1S WELL EVIDENCED IN THE FOLLOWING FIGURES f 


ADVERTISING 


Comparative six month advertising linage 
figures. (January through June, 1948.) 


TELEGRAM 
(6 Days} 
5,649,420 


DESERET NEWS 
(7 Days) 


4,105,010 


SUNDAY EDITION 
STARTED MAY 16, ‘48 


LINAGE GAIN 


Tribune-Telegram six months LINAGE GAIN 
was 5,479,736 lines or 24/g MILLION LINES 
MORE than Deseret News TOTAL AD- 
| VERTISING ! 


CIRCULATION 


45,643* 
*Publisher's Statements, March 31, 1948. 


@ Tribune-Telegram more than 3 to | in City Zone 
| @ Tribune-Telegram nearly 3 to | in Retail Trading Zone 
@ Tribune-Telegram nearly 3 to | in 4-state Intermtn. Market 


NINE OUT OF TEN HOMES IN SALT LAKE CITY 
RECEIVE THE TRIBUNE-TELEGRAM 


Nationally Represented by O'Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


pas 
CEntrai 63373 
§.5. RUBBER CEMENT CO. 
314 WN. MICHIGAN AVE., CHICAGO) 
x 
| MORE THAN 
| , MILLIG 
PEOPLE 
= 


Corset Sales Hit 
Record as Makers — 
Plan Fall Drives 


(Continued from Page 1) 


item, now account for 50% of the) 
sales in retail corset departments. | 

The industry has all but for-| 
gotten its one black spot in this | 
century—the roaring °20s when | 
the “boyish figure’’ deflated sales | 
lower than women’s bustlines. 
Since the industry’s rescue by the 
advent of uplift and the introduc- 
tion of lastex in corsets in the 
early 1930s, growth has been al- 
most uninterrupted. 

One of the joys in this picture! 
is the terrific markup which} 
corsets and bras lay claim to. 
Walter Lowy, vice-president in| 
charge of advertising of the 
Formfit Co. here, says that figures 
(statistical, that is) show that the 
profit margin of corset depart- 
ments is higher than that of all 
other departments, both in depart- 
ment stores and smaller retail 
shops. This is confirmed by Carl 
Sorsen, secretary-treasurer of the 
Chicago Corset Group. He says 
that the markup on corsets and, 
bras during the war was 50% and 


NEW JERSEY'S FOURTH LARGEST MARKET 


N0 


COMPETITION 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 
No other paper or combination of papers 
can sell Bayonne. . . That is why 99.2% of 
ALL the RETAIL ADVERTISERS in Bayonne 
advertise in THE BAYONNE TIMES EXCLU- 
SIVELY. Use THE BAYONNE TIMES for 76% 
coverage in this wealthy city. . . . 93% 

Home Delivery. 


Send for the 1947 Market Data Book. 


THE BAYONNE TIMES 


NATIONALLY GEPRESENTED 


BOGNER & MARTIN 
295 MADISON AVE, WEW YORK © 278 LASALLE ST. 


| petitor’s; 


now is about 40%. 


Behind this high markup, the 


experts say, is a combination of 
factors. Foundation wear is a 
more stable item than other kinds | 
of apparel. Because foundation 
wear is concealed by outer gar-| 
ments, style changes are not as| 


_important as in other lines; re-| 


tailers seldom are stuck with 
quickly outmoded inventories that | 
require price cuts to move. 

This does not mean that styles | 
are hide-bound. Colors change. | 
So do the shapes. New materials 
appear. But the changes are grad-| 
ual and the markdowns are few. | 

Manufacturers, some of whom 
made parachutes and similar items 
during the war, caught up with 
the wartime demand about a year | 
ago. Now buyers are choosier. | 
Several war-baby companies have 
collapsed as buyers again obtained | 
the scarce brands they wanted. | 
But sales generally have _ shot 


|ahead. A study by the Formfit 


Institute, sponsored by Formfit 
Co., shows that last year corset) 
sales in dollars rose 14% as com- 
pared with 7% for store-wide, 
sales. 

Sweaters aren’t the only factor | 
behind this. Another is the de-| 
flated dollar that has tinted sales: 
totals a rosier hue. In justice to 
the industry, it can be said that 
a big stimulus has been the im- 
provement of foundation wear 
with development of better de-| 
signs and new materials such as 
nylon and lastex. 


Maiden Form Biggest 


The largest manufacturers are 
Maiden Form Brassiere Co., New 
York, believed the biggest corset 
and bra company in the world; 
Artistic Foundations, Inc., New 
York (Flexees girdles and Flex- 
aire bras), whose budget for 
newspapers and magazines last) 
year doubled its nearest com-' 
Warner Brothers Co., 
Bridgeport, Conn. (Le Gant); and 
three Chicago companies—Formfit 
Co., A. Stein & Co. (Perma Lift 
bras and Hickory girdles) and 


| H. W. Gossard Co. 


In the direct selling field, with | 
retail saleswomen calling on cli- 
entele in their homes, are Berger 
Brothers Co., New Haven, and 
Charis Corp., Allentown, Pa. 
Charis, with a $1,000,000 capitali- 
zation, spent $87,000 last year in 
magazines. 

One outstanding campaign this 
fall will be that of Formfit, which 


Plates 


REVERE FOR COLOR 


| 
| 


SEXED AND DE-SEXED—These two ads demonstrate a sharp contrast that will 

show up in corset advertising this fall. A heavily glamorized four-color page 

will be used first in the September Vogue by H. W. Gossard Co., Chicago, 

while Formfit Co., Chicago, breaks with tradition to use breezy, sexless art for 

introducing Bobbies, its new teen-age line, in the November issue of Seventeen. 

J. Roland Kay is the agency for Gossard, and MacFarland, Aveyard & Co. 
for Formfit. 
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ahead. But the strapless bra won’t 
replace traditional lines, they say 
simply because bust lines can’t be 
raised without some sort of sus- 
pension — which strapless bra: 
don’t provide. 

One-fourth to full pages in twx 
colors and black and white wil 
be used, beginning with an ad ir 
The Saturday Evening Post Aug 
28 and continuing through De- 
cember in Bride’s, Charm, Cosmo- 
politan, Good Housekeeping 
Ladies’ Home Journal, Life, Look 
Modern Screen, Photoplay, Red- 
book, Seventeen, True Story and 
Vogue. Trade publications and a 
cooperative newspaper program 
also will be used. Walter L. 
Rubens & Co. here is the agency. 
/ In 1900, when the price of a 
corset ranged from $1 to $3, H. W. 
Gossard Co., Chicago, was formed 
to introduce a corset priced at 
$25, designed by a French woman. 
Very shortly, Gossard was selling 
a corset for $5. Today Gossard 
‘and most of the others find the 
middle price range a_ profitable 
one—usually from $5 to $12.50 for 
girdles and $1.25 to $3.50 for bras. 

This fall Gossard will increase 
its budget slightly, shifting the 
emphasis of its newspaper adver- 
‘tising to key markets. Four-color 


Theyre Catching On Like Mad ! 


will use 161 newspapers, begin- 
ning Sept. 15, and 16 magazines 
from now through December. A 
highlight of the drive will be in- 
troduction of Bobbies, a new line 
of teen-age bras, briefs and 
britches (light girdles) that the 
company says is the first designed 
especially for girls 12 to 17 years 
old. The line differs from the pre- 
vious “junior sizes” in that it’s “a 
style, not a size,” the company ex- 
plains. 

Bobbies will reach the market 
in September and will be intro- 
duced in half-page ads in Seven- 
teen in September and November 
and in Calling All Girls in Oc- 
tober and December. The gar- 
ments and the ads will incorporate 
the ideas of a panel of high school 
girls, who were asked their pref- 
erences in colors, materials and 
styles and what kind of ads they 
like and don’t like. 


Avoids Glamor, Jive 


The panel, the company says, 
showed a “surprising unanimity” 
that heavily glamorous or sexy 
ads, those dealing with health 
problems and those using jive talk 
would not sell much foundation 
wear to teenagers. The panel also 
disapproved pictures of models 
posing in the garments. 

Consequently, the Bobbie ads 
will include sketches of straight- 
limbed, almost curveless girls in 


“situations,” such as playing the 


phonograph while dressing, etc. 
At the teenagers’ suggestion, 
Formfit is urging department 
stores to sell Bobbies in a sepa- 
rate department, not in the one 
where mother buys her corset. An- 
other suggestion followed is in- 
clusion of pockets on the briefs 
and britches, which Formfit is 
elaborating upon by dropping in 


figures, but net sales reported to sponsorship of the 


a lucky penny for its fad appeal. | 


The preference was for cotton 
over nylon or lace bras and the 
favorite color was white. 


Bras Go White 


The partiality for white, inci- 
dentally, is something relatively 


/new shared by all women. The 


traditional tea rose and flesh col- 
ored bra is becoming a thing of 
the past. The reason: they show 
through white blouses. Mr. Sorsen 
says that 75% of units sold are 
white, and many of the remainder 
are maize, blue or black. 

In addition to magazines and 
newspapers, Formfit will adver- 
tise its three lines—Bobbies, Skip- 
pies and Life—on its transcribed 
radio show, “Choose A Song, Part- 
ner,” which is offered to local 


| sponsors who pay only for local 


time. The sponsor inserts his own 


‘and black-and-white pages will 
tie-in commercial at the opening| run in the same list of 11 maga- 
and close of the 15-minute a bse used last year, placed 
gram. The company also offers | through J. Roland Kay, Inc., Chi- 
dealers five sets of mats, tying in| cago. 


with each month’s national ads| 
from August to December. Mac-| High Life Succeeds 
Farland, Aveyard & Co. here Most manufacturers are reticent 


handles the account. ‘about their merchandising activi- 


ties and philosophies. But Mr. 
'Lowy of Formfit says that one 
Maiden Form will increase its| method that has worked well in 
budget 10% to conduct its biggest) introducing a new “high fashion” 
fall campaign since the war. The) ine is to enter in one large metro- 
company will use 40 magazines politan market and promote it for 
and medical journals and about alj it’s worth, on the theory that 
200 newspapers, in addition to) jf it meets clear success in one 
business papers. Seventeen will | city, stores elsewhere will ask for 
be added to the magazine list, al-| jt, The system was used success- 
though newspapers will get the) fully in New York last year for 
bulk of the increase. A greatly | Formfit’s High Life. 
enlarged mat service is planned. | The 76-year-old Formfit Com- 
Arthur Rosenberg Co., New York, | pany has a long list of achieve- 
is the agency. ments in merchandising and pro- 
A relative newcomer to the field| motion in the industry. Among 
among the big manufacturers is the “firsts” listed by the company: 
A. Stein & Co., maker of Paris|]t was first to run a women’s 
garters and Hickory belts and sus- | apparel ad in The Saturday Eve- 
penders. Stein entered the corset | ning Post, which long had been 
market with a bang in 1941 with! ponsidered a man’s magazine; it 
Perma Lift bras and girdles. The| was first in the industry to use 
company declines to reveal sales| network radio, when it started 
“Voice of 
the Securities and Exchange Com- | formfit” show over Mutual in 
mission show a rise from $4,782,- | July, 1944: it was first to use 
803 in 1940, the year before Perma | Talons or zippers in girdles. 
Lift was introduced, to $11,413,-. Story of ‘Thrill’ 


016 in 1945 and $14,994,747 in| 
Formfit also was first to engage 


the promotional services of such 


1946. Sales of Perma Lift grew} 
so fast that they equaled the men’s | 

famous couturiers as Schiaparelli 
-and Irene Castle and first to fea- 


lines by 1945. 
attention-catching names for 


Perma Lift Grows 


Strapless Boom? 


The company is releasing three| its lines such as “Thrill,” “Life” 
new color designs this month—| and “Skippies.” 
plaids, stripes and polka dots—in Mr. Lowy tells a story about 
addition to the company’s first} Formfit’s merchandising history. 
line of strapless bras. Industry|In 1921, the company conceived 
spokesmen say that the strapless|the idea of “Thrill,” which was 
bra for playsuits and formals may | billed as a fur-lined brassiere (it 
become a hot item in the year|was actually plush-lined). In 


83.6% of all oilheating 
and fueloil retailers 
and jobbers read this 
publication. 
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those days the public had not yet 
been educated to its present blase 
attitude toward intimate apparel. 
Not only was a fur-lined bra 
mildly shocking, but the word 
“thrill” had a much sexier ring 
than it does today. 


The garment was introduced 


cautiously in an eastern store. To. 


step up the promotion, bust man- 
nequins with heads were used in 
the window displays—a risque in- 
novation at the time. But Thrill] 
soon was on the carpet. The store 
buyer complained bitterly that 
customers were walking away 
from Thrill in virtuous indigna- 
tion. 


Fight New Blue Look 


When it appeared that nothing 
would save Thrill, Formfit tried | 
a long shot—and it paid off. Within | 
a week, Thrill was sold to the 
most conservative and one of the 
most famous department stores in 
the world—and thereafter Thrill 
was distributed nationally. 

As part of its public relations 
program, the company has just 


new edition 
ready Now! 


| 1948 
consumer 
analysis 


| being 
‘radio and video is Gulf Oil Co.’s 


donated $9,000 to the University | 
of Illinois Medical School for re-| 
search into the harmful effects of 
“pinch-waist” corsets, against 
which the company carried on a 
publicity campaign last year. 

The university is clothing 40) 
monkeys in corsets to prove to) 
|; women that the pinch waist will | 
give them a blue look instead of 
a new look. The study, to con- 
_tinue a year, began after Dr. An-| 
drew Ivy, university vice-presi- |. 
dent, offered to conduct such re- 
search if provided with funds and | 
| enough monkeys to use as sub-| 
_jects. Formfit obliged. The com- 
pany believes that the pinch waist | 
would be harmful to the industry. 

To give the industry something 
to shoot at, Formfit Institute re- 
ports that 331/3% of the women 
customers of the average store 


Belmont Drive 


to Feature New 
TV Set on AC, DC 


Cuicaco—Belmont Radio Corp. 
will use trade publications and 
newspapers in key television mar- 


|the company’s new table model! populated areas using direct cur- 
video receiver, first to operate on /| rent. 
both AC and DC current. 


G. L. Hartman, general sales 
manager, said that the campaign 
is being delayed until then so that 


| production can catch up with 


tributor there, the set operated 
successfully using a folding alumi- 
/num clothes-drying rack as an 
aerial. The set’s greatly simpli- 
fied dial-type channel selector 
covers the 13 existing video chan- 
nels. 

| The set, retailing at $179.95, is 
/expected to sell especially well in 


|kets late in the fall to introduce| Los Angeles and other heavily 


It is understood that a 
strike at Belmont, a subsidiary of | 


55 


Emery Advertising Co., Baltimore, 
will continue to direct the com- 
pany’s regional advertising pro- 
gram. 


To Keelor & Stites 


Wilrant Co., Cincinnati, re-up- 
holsterer and manufacturer of 
custom slip covers, has appointed 
Keelor & Stites Co., Cincinnati, 


'to handle its advertising. Radio, 


newspapers and direct mail will 
be used. 


Raytheon Mfg. Co., has interfered 
with mass production of the re- 


ceiver. 


Beaumont & Hohman here is the 


“unprecedented amount of orders” | agency. 


for the set, which operates on odd 
cycle currents (such as 25, 50 or 
60 cycles) found in some areas, 
and uses a simplified indoor an- 


_make purchases in the corset de-| tenna fitting under the rug. Mr. 


Russell Names Taylor 
Douglas L. Taylor has been ap- 


|pointed assistant advertising di- 


rector of F. C. Russell Co., Cleve- 


partment—which might indicate| #4ttman said that the antenna is | land, maker of Rusco, Thermoseal, 


that the remaining 662/3% is a 


developed. 


‘Break the Bank,’ 


satisfactory in 60 or 70% of in-|Cinco combination windows and 


corset and bra market yet to Stallations, eliminating the cost 


relations 


installing outside antennae. 
At a demonstration in New 


York by Colen-Gruhn Co., dis-! 


counsel, has been 
named to handle the company’s 
public relations and _ publicity. | 


I specialize in writing effec- 


tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 


your product or your service. 
a Alexander 
McQueen 

$222 N. LAKEWOOD 


CHICAGO 40 


‘Town Meeting 
Set for Video | 


New York — Bristol-Myers Co. | 
will offer simultaneous radio and | 
television coverage of “Break the 
Bank” over the ABC network) 
starting Oct. 22. The company | 
has backed broadcasts of the 30- | 
minute giveaway since July, 1946. | 
The program time is Friday, 9| 
p.m., EDT. Doherty, Clifford &| 
Shenfield is the agency. 

ABC’s “Town Meeting” also 
will go before the cameras and) 
microphones simultaneously start- 
ing Oct. 5. The Modern Indus- 
trial Bank, which buys the co-op 


broadcast on WJZ, New York, is 
set to carry the show over WJZ- 
TV. 


Only other network program 
aired simultaneously for 


F “We the People,” a CBS and 
CBS-TV attraction. P. Lorillard | 

b ds * Druas * Soa Co. has bought the “Amateur 

Foo 9s Hour” for radio (ABC) and 


Toiletries * Beverages 
Homes and Appliances 
Autos and Accessories 
General Cons. Goods 


The second annual Columbus Dis- 
patch Consumer Analysis is ready! 
—for agencies, manufacturers and 
distributors — a 220-page book 
revealing buying habits and 
brand preferences of consumers in 
rich central Ohio. 


‘ 


‘ 
| 
| 


If you sell, or plan to sell, in 
central Ohio, you need this book. 
gives valuable market data — 
} tells where consumers buy—and 
what. It compares 1948 brand 


i 


with 1947 — shows 


nam trends. A true sample of the 105, 
645 families in 100-square-mile 
Greater Columbus, it reflects buy- 
ing tendencies in a 12-county 
area. 


t 


Yours for the asking. . . 
Just address “General 
Advertising.” 


le 


COLUMBU 


tan 


video (DuMont), 
will be produced separately for 
each medium. ABC 
several of its broadcasts, includ- 
ing “Candid Mike,” for presenta- | 
{tion as telecasts. 
ferent radio and television ver- 
sions 


|England, maker of custom de- 
|signed motor cars, is planning an 
| advertising and promotional cam- 
paign in behalf of its distributors | 


dence, R. L., 
|direct the advertising of Lind-| 
bloom Associates, Inc., Providence, 
‘manufacturer of stainless steel | 


Joins Special Films 


| York, has been appointed head of 
|the sales service department of 
the newly incorporated commer- 
wm. j|cial film producing outfit, Special 
wag | Purpose Films, 16 East 58th St., 
New York. 


To Morse International 


‘Rubens Drops Account 


tors, Chicago. 


but the show 


is adapting | 


CBS offers dif- 


Platform,” | 
“and 


“People’s 
‘Missus Goes a-Shoppin” 
‘Winner Take All.” 


of 


Daimler Sets U.S. Drive 


Daimler Co. Ltd., of Coventry, 


n the United States, through 


| Wendell P. Colton Co., New York. | 


Lindbloom to Louttit 


T. Robley Louttit, Inc., Provi- 
has been named to | 


ableware. 


John Fox, formerly account ex- 
cutive at LaRoche & Ellis, New 


Foxhall Finney, formerly with}! 


Street & Finney and Robert Blake | 
| & Co., has joined the Vick brands 
| division of Morse International, | 
mew.” York. 


Walter L. Rubens & Co., Chi- 
ago agency, has resigned the ac- 
ount of International Distribu- 


parade 


forming! 


It 


makes 


Feature news 
weekly of the 
rural midwest! 


CAPPERS WEEKLY 
does the job! 


profusion 


either 


wins 


the 
Sale! 


Space buyers (the men 
who demand the 
facts) know they can 


depend upon 


CAPPER’S WEEKLY to produce in 


low-cost inquiries and sales. 


through dealers or direct. 


The unique HUMAN INTEREST 
editorial style of CAPPER’S WEEKLY 


both readers and results. 


Try CAPPER’S WEEKLY and let it 


prove what it can do for you 


to increase sales in the prosperous, able-to-buy farm and 


rural town market of Iowa, Nebraska. Kansas. 


Missouri ar 


id Colorado. 


Capper Publications, Inc. 


~ 912 KANSAS AVENUE f 


TOPEKA , KANSAS 
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Theatre Audience 


Plans Pay Revolt 
in Film Ad Field 


New Compensation 
Plan, Big Houses Are 
Promised in Mailing 


By JOHN CRICHTON 


New YorkK—Last week Theatre | 
Audience Advertising was still | 
tabulating the results of its direct | 
mail campaign aimed at circuit) 
and theater operators, and at na-| 
tional advertisers, in which TAA 
proposed some radical changes in 
the present theater advertising | 
structure. 

Theatre Audience Advertising is | 
the creation of George E. Davison. 
Mr. Davison is a former agency | 
man (Anfenger, St. Louis), who 


| posals are long overdue, and that 


vertisers. 


cuit and advertiser; option or ex-| 


| before branching out for himself 


had worked for Motion Picture 


| Advertising Service, New Orleans, | 
_and its national sales representa- | 
tive, Movie Advertising Bureau. | 


He was most recently MAB’s na-| 
tional sales manager in New York. 
Mr. Davison thinks TAA’s pro- 


they will bring back into theater | 
advertising some of the advertis- | 
ers who have tried it and given 
up, as well as attracting new ad- 


Has Big Plans 


The essence of what Davison 
plans is simple: to increase adver- | 
tising revenue to theater opera-| 
tors; to bring the big houses into} 
the advertising orbit; and to at- 
tract major national advertisers 
to the medium—partially by iron- 
ing out some of the present wrin- 
kles in distribution, partially as a 
natural initiation for the television | 
era to come. 

Under the TAA plan, theater | 
owners will get 85% instead of the 
conventional 33-40%; the contract 
will be made direct between cir- 


'clusive screening agreements are 


Opens the 

TO MORE SALES 
AMERICA’S NO. 1 DAIRY STATE 


WISCONSIN 


Read by 9 out of every 10 
WISCONSIN FARM FAMILIES 


\ 


WIN WISCONSIN 
with the PAPER 
Dairy Farmers Read 


Here is the one farm paper that 
can sell the top 90% of Wisconsin’s 
prosperous, progressive farm 
market without supporting help. 
Reaches 9 out of every 10 farm 
families in the state—gives you 
in a single medium within a single 
cover the concentrated, volume 
circulation that means volume 
sales. Win this richest of all dairy 
markets with its locally published 
state farm paper. Specific market- 
ing information on request. 


Published at Racine 
Wisconsin Since 1849 


discarded, but TAA would permit | 
circuits to hold advance screen- 
ings on advertising films. Exhibi-| 
tors could negotiate on an over-all | 
rate, or a flat rate per 1,000 ad- 
missions. 

TAA tells advertisers that its 
plan does away with overriding 
commissions, syndicated film pro- 
duction, the danger of distribution 
refusal if films are not made to 
standard lengths; also, that exact | 
attendance figures are available | 
(including a CPA audit if de-) 
sired), that multiple playdate 
screenings (movie patois for, 
changing the feature several times, 
thereby duplicating the audience 
for an advertiser) may be avoid- 
ed, and that merchandising tieups 
can be arranged. 


An Eye on Television 


Advertisers are also told of the 
close similarity between movies 
and television, pointing out that) 
good movie commercials can be’ 
easily translated to _ television. 
Davison thinks that dual theater 
and television media messages can 
be made to compare favorably 
with any others on a cost-per- 
thousand basis “taking impact ef- 
fectiveness into account.” 

Davison is actually shooting for 
a figure of about $10 per thou- 
sand, which he thinks would com- 
pare well with a Starch “read 
most” rating for a magazine ad. 

Like its Hollywood prototype, 
movie advertising can lay claim 
to being an unorthodox business. 
For years the total theater audi- 
ence for a given week was held 
to be about 100,000,000; in 1947, 
Gallup found that it was 71,000,- 
000, and for the first six months 
of 1948 it was about 60,000,000. 
This is the box office slump, which 
—combined with loss of foreign 
markets and growing concern over 
what television means to movies 
—is what keeps the lights burning 
late in movie offices. 


Relatively Small Medium 


In the days of the alleged 100 
million - week, movie advertising 
companies liked to claim 12,000 
theaters, 52% of the seats, and 
about 50,000,000 audience; this 
was delivered for about $200,000, 
or at about $4 per 1,000. In 1947, 
film advertising in motion picture 
theaters, according to estimate, 
was about $15 million, with less 
than $2 million of that total classi- 
fied as national. Thus film adver- 
tising, for all its vast audience, 
catches very little of the adver- 
tising dollar, retail or national. 

The reasons advertisers are re- 
luctant to wade into the swamp of 
movie advertising are several: one 
is the lack of the “big houses” in 
major markets; another is un- 
certainty about screen availability 


FOR EUROPEAN RECOVERY 


SUPPLIED BY THE 


UNITED STATES OF AMERICA 


ECA EMBLEM—This is the emblem, de- 

signed by Young & Rubicam for the 

Advertising Council, which will appear 

on goods shipped abroad under the 

Economic Cooperation Administration 
program. 


| a third is the custom of some the- 


(many theaters won’t run adver- 
tising unless it can be previewed); 


aters which do take advertising of 


running too many ads, and lump- 
ing them—to the audience’s mis-| 


ery; and finally, lack of adequate | 


| data and checking facilities. 


As to the distribution problem, 
the industry has five big theater | 
chains. These producer-affiliated | 
groups are Paramount, Fox-Skou- | 
ras, Loew’s RKO and Warner’s. | 
Paramount, for instance, has par- | 
tial or full interest in 1,500 the- 
aters, something more than 12% | 


| of total U. S. seating capacity, and | 
probably handles 15% of the 


tional weekly movie audience. | 
About two-thirds of Paramount’s | 
theaters will handle advertising, | 
and 782 have used it regularly. | 
More than 25% (in seating ca-| 
pacity) of the theaters have not 
been available in recent years. 


Court Decisions a Factor 


What effect recent court de- 
cisions will have on the distribu- | 
tion picture is not clear; in gen- | 
eral, the decisions have weighed | 
against producer control of dis- | 
tribution, and have given inde- 
pendents an increasing opportun- 
ity for first run pictures. No one}! 
seems to be certain of the effect | 
so far as theater advertising is | 
concerned, but one guess is that it | 
will be a favorable factor, since 
the independent will be increas- 
ingly left to his own devices for 
profitable operation. 

Further, there are a number of 
reasons why the Big Five pro- 
ducer - distributor organizations 
might be more amenable to the 
idea of advertising films: 

Properly operated, they can be 
very profitable—and the motion 
picture industry generally is 
profit-conscious as it has not been 
in years. Much of the pioneering 
work in the medium has been 
done, and new advertising films 
now being made are vastly im- 
proved over the syndicated films 
sold to local advertisers. Finally, 
it is a natural wedge in opening 
the door to theater television ad- 
vertising, which some observers 
think is a development soon to be 
realized. 


How Distribution Is Handled 


At present, most of the theater 
advertising films are distributed 
by Alexander Film Company, 
Colorado Springs, Motion Picture 
Advertising Service, New Orleans, 
and United Film Service, Kansas 
City. MPAS and UFS can rea- 
sonably be viewed as a combina- 
tion; they have several directors 
and officers in common, they share 
the same syndicated films, they 
divide marketing areas, and they 
jointly own a sales subsidiary, 
Movie Advertising Bureau. Alex- 
ander’s sales subsidiary is Gen- 
eral Screen Advertising. 

Together, these two groups did 
about 90% of the 1947 volume, 
fairly evenly divided. The re- 
maining 10% is divided among six 
or seven small companies. 

This is a continuing situation in| 
the field. In 1941, the same com- 
panies had 90% of the volume, al- 


| distinct categories. 


though Alexander-General Screen 
had a much larger proportion, 
perhaps as much as two-thirds. 
As for the advertisers who use 
the medium, they fall into four 
The first is 
syndicate advertisers, who are 
primarily local sponsors, buying 
a syndicated stock film produced 
by the distributor, plus a person- 
alized trailer (about 35-40 seconds 
in running time, and the bulk of 
the business). The second is as- 
sociation advertisers, who buy a 
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|one-third of total gross theate 
service sales, or about $4,500,00 ) 
'on 1947 volume. This is dow, 
from prewar days, when payme! t 
| to theaters averaged 40% of sale . 


Payment Rates Vary 


The rate is far from standarc- 
‘ized. Some independents get «; 
little as 20%, some big circu! 
|houses get 42142%, and sometime 
—on a special campaign for cir. 
cuits or groups of theaters nc 
generally available—the rate goe; 


| the distribution problem, it’s prob- 


sponsored or co-op series of films| aS high as 50%. 
through the Association of Adver-| Of the 11-12,000 theaters avail - 
tising Film Companies, members| able, probably about 1,500 are o. 
of which control 95% of the in-|a guaranteed revenue basis, gen- 
dustry’s volume (screen time is| erally only with larger circuits, 
40 seconds, and dealer signature|and each agreement is made on 
trailers are often used). The third | individual circumstances. These 
is national or regional advertisers, | pacts usually guarantee two film 
custom-produced films, running| units a week to each theater, at 
60-80 seconds, placed through Gen-| an agreed screen rental per unit, 
eral Screen or Movie Advertising| to be paid monthly whether films 
Bureau and their distributors.| are actually scheduled or not. The 
Fourth is special film advertisers, | remaining theaters receive no 
a heterogenous group, many of| revenue until distributors actually 
whom have made arrangements! place a film, and are then com- 
with distributors which exclude. pensated on a per unit basis. 
them from the association, or | 


whose campaigns are similar to| Shook Leaves Cowles 
national or regional drives but | for Publication Corp. 


Donald G. Shook, for the past 
two ‘years assistant general = 
will 


differ in length or handling pro-| 
cedure. 


Estimated Volume ager of Cowles Magazines, 
resign Sept. 15. 


The precise amounts of billings He will become 
by category are not known, but an 4, assistant to 
informed estimate is that in 1947, Gjarence_ E. 
it looks like this: Stouch, president 


Syndicated of Publication 
advertisers ....$10,000,000 66.7% | Corp., New York, 
Association t. 1. 
advertisers .... ,500,00 6.7% | . A 
National Publication 
advertisers .... 1,500,000 10.0% | Corp. has sizable 
| Special holdings in Crow- 
advertisers .... 1,000,000 6.6% | ell - Collier, This 
—-| Week Magazine 
$15,000,000 100.0% land Alceo-Gra- Donald Shook 


These figures summarize a para-| yyre Corp. Prior 

doxical situation. The $5,000,000) to joining Cowles, Mr. Shook was 
spent by association, national and/| executive vice-president of the 
special advertisers is five times | then National Publishers Asso- 
their wartime spending rate, and| ciation, and previously had been 
at least double their prewar high,| With the War Production Board 
but in prewar days these three 2#"4 National Geographic. 
categories accounted for about es 
40% of total volume instead of Publicity Club Elects 
31/3%. Relatively, these cate- Burns W. Lee, Rexall Drug Co., 
gories have failed to keep pace | has been elected president of the 

: er officers elected are: arles 
Since theaters are the crux of} McVarish, Carl Byoir & Associates, 
: , vice-president; Robert Z. Hall, 
ably worth while to summarize| american Broadcasting Co., secre- 
their compensation. On an aver-| tary, and Maggie Smith, Lockheed 
age, distributors paid to theaters| Aircraft Corp., treasurer. 


* * * 


Every summer thousands 
upon thousands of families from 
Latin, Central and South America 
make Miami headquarters for 
shopping and vacation fun. WIOD 
is tops with this audience, too... 
with its NBC Parade of Stars and 
local programs directed to our 
guests from the South. 


National Representatives 
GEORGE P. HOLLINGBERY CO. 


Southeast Representative 
HARRY E. CUMMINGS 


JAMES M. LeGATE, General Manager 


5,000 WATTS + 610 KC + NBC 
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Advertising Ag 


Dailies’ Newsprint 
Supply Expands 


New York — Daily newspapers 
reporting to the American News- 
paper Publishers Association had 
44 days’ supply of newsprint on 
hand and in transit at the end of 
July, 1948, an increase of 10 days’ 
supply compared with stocks on 
hand at the end of June, 1948. 
Stocks of 44 days at the end of 
July, 1948, compare with 41 days 
at the end of July, 1947. 


Daily newspapers reporting to) 


the ANPA used 291,647 tons of 


newsprint in July, 1948, compared | 


with 263,698 tons in July, 1947 
and 243,072 tons in July, 1946. 
The total estimated newsprint 
consumption in the United States 
for July, 1948, was 381,238 tons. 


Whitehall Holds 
Video Time Spot 


Joining the constantly growing 
list of advertisers entering tele- 
vision to hold a good time spot, 
Whitehall Pharmacal Co., New 
York, has put its name on the 
Sunday 7-7:20 p.m. EST, on NBC’s 
New York (WNBT) and Phila- 
delphia (WPTZ-Philco) stations. 
The sale was through Dancer- 
Fitzgerald-Sample. 

At press time no decision had 
been made on talent for the show, 
which will begin in early October. 
Anacin, among other products, 
= be featured in the commer- 
cials. 


Canadair Names Lewis 

Roger Lewis has been named 
vice-president in charge of sales 
of Canadair Ltd., Montreal. 


To like it or 
dislike it.... 
to walk tall 

and proud, or 

shudder . . . 
to praise it. . 
or fell her 
. . or sheddup? 
Mister! that’s Your Worry! 


But your emergencies, 
peaks, OVERLOADS 


in TABULATING 
in TRANSCRIBING 


. .. those, sir, are 


Our Worries! 


Go on home to her, to them, to 
dinner, to read, to a movie, to a bridge 

...if you’ve a QUESTIONNAIRE 
that must be shaken clear of every 
tangled fact and opinion... . just you 


call WORKMAN and smile. and sigh | 
'H. C. Greer, publisher of Mor-| 


nd do as suggested in the paragraph 
bove. 


For, we'll take over your burly over- 
vads, you go on with routine. Soon, 
ell lay the punched card tabulations 
n your desk, usable, right, intelligible, 

iaformative, to give your account price- 
‘ss information . . . if you'll 


‘he nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 


New York City * Los Angeles 
Minneapolis * Seattle 


, August 23, 1948 


_ADOLPH DREY 

| CHicaco—Adolph Drey, 52, re- 
| tail advertising manager of the 
Chicago Herald-American, died of 
a heart attack at his home here 
Aug. 16. 


ization since 1932, Mr. Drey be- 
came retail advertising manager 


in February, 1947, when William | 


M. McNamee retired as advertis- 
ing director. Mr. Drey, who joined 
the old Chicago Evening Ameri- 
can as promotion manager, had 
been a vice-president and direc- 
tor of the Hartman Corporation, 
furniture retailer, before entering 
the newspaper field. 


EVERETT P. BLOOMSTER 


| CHuicaco—Everett P. Bloomster, 
| 46, Chicago manager of Printing 


| Equipment, died Aug. 14 at his. 


-home in Glen Ellyn after a long 
illness. 


CAMPBELL MacISAAC 


Cuicaco — A. Campbell Mac- 
Isaac, 65, real estate editor of the 


Chicago Herald- American since 
1919, died here Aug. 15 
Luke’s Hospital. 

Mr. MaclIsaac, a native of Can- 
| ada, was publisher of the Brandon 
News, Brandon, Manchester, in 
1911-12; was president and pub- 
lisher of the Fort William Herald, 


Fort William, Ont., for the next) 


three years and was advertising 
and business manager of the Ed- 
monton Bulletin, Edmonton, Al- 
berta, from 1915-19. 


EARL M. WILSON 

| ARLINGTON, Va.—Earl] Mott Wil- 
son, 65, former New York man- 
ager of The Saturday Evening 
Post, died Aug. 18 in his home in 
| Arlington Village. Mr. Wilson 
|managed the Curtis Publishing 
Co.’s office in New York from 1911 
|/until 1928, when he retired. In 
1931 he returned to business life 
as New York manager of the Na- 
tional Geographic Magazine and 
again retired in 1935. He became 
active again in 1941 to help in the 
| war effort. 


ROBERT S. PLAYFAIR 

Boston—Robert S. Playfair, 35, 
|public relations counsel, author 
and former newspaper man, died 
at his home here Aug. 14 after an 
illness of six months. 

Mr. Playfair was president and 
treasurer of Robert Playfair & As- 
sociates, public relations firm, and 
at various times had been associ- 
ated with Carl Byoir & Associates, 
the Boston Globe and the Boston 
Metropolitan chapter of the 
| American Red Cross. 


— 


(OSCAR CURLE 


DusuquE, Ia.—Oscar Curley, 50, 
advertising director of the Du- 
buque Telegraph Herald for the 
past 15 years, died at his desk of 
'a heart attack Aug. 12. Before 
\joining the Telegraph Herald, he 
| had been with the Racine Journal 
| Times. 


COL. H. C. GREER 


MorGANTOWN, W. Va.—Col. 
gantown’s two daily newspapers, 
the Post and the Dominion-News, 
}and also owner of radio stations 
|here and at Elkins, W. Va., died 
| Aug. 5 of a heart attack. He had 
|been engaged in the newspaper 
business here since 1922. 


Instant Cake Mix Bows 


General Foods Corp., New York, 
| will introduce Swans Down in- 
|stant cake mix in the New York 
/metropolitan area this week with 
1,000-line ads in papers in New 
York City, Bronx, Westchester 
and throughout Connecticut, sup- 
plemented with selective an- 
nouncements. The agency is 
Young & Rubicam, New York. 


A member of the Hearst organ- | 


in St. 


| 
| 
| 


Railroads, Army, 
Other Sponsors 
Sign with ABC 


New YorK—ABC continued to 
do well in the new business cate- 
gory last week. 

The Association of American 
Railroads, through Benton & 


Bowles, chose that network for its | 


fall radio musical which will be- 
gin Oct. 4. Artists for the show 
were still being auditioned at 
press time. 

Starting Sept. 18, the U. S. 
Army Air Force will broadcast 
the football game of the week 
over ABC. Gardner Advertising 


'Co. is the agency. The Richfield 


Oil Corp., via Hixson & Jorgensen, 
will sponsor a 15-minute news- 
cast daily over 21 West Coast sta- 


'tions. Milton Berle (AA, Aug. 16) 


definitely has been added to the 
Wednesday night all-star lineup 
as a Texaco salesman. He joins 
Philco’s Bing Crosby, Elgin Amer- 


ican’s Groucho Marx and Old 
Gold’s “Amateur Hour.” A new 


Sunday night attraction for fall 
will be the American Oil Co.’s 
“Carnegie Hall,” to be heard over 
96 stations starting Sept. 26. The 
time was bought through the 
Joseph Katz Agency, Baltimore. 


Joplin, Tulsa Admen 
Merge 2 Agencies 


Acquisition of the accounts and 
staff of the Tri-State Advertising 
Agency of Joplin, Mo., and for- 
mation of a new agency, Advertis- 
ing Engineers, has been announced 
by Leslie Brooks, president of the 
Brooks-Keefe Advertising Agency, 
Tulsa. The Brooks-Keefe partner- 
ship is being dissolved. R. C. 
Keefe, vice-president, will an- 
nounce his future plans later. 

Paul Spidell, president of the 
Tri-State Agency, will join the 
new company in an executive 
capacity. The new Advertising 
Engineers organization will “stress 


‘the scientific approach to adver- 


tising through research,” accord- 
ing to Mr. Brooks, its president. 


57 


Offices will be in the same loca- 
tion as the old Brooks-Keefe 
agency in the National Bank of 
Commerce building, Tulsa. 


Increases Ad Rates 

Effective Sept. 1, 1948, Western 
Building, Portland, Ore., will in- 
crease its advertising “ates. The 
new rate for a black-and-white 
page will be $225. Current adver- 
tisers will be protected until Jan. 
1, 1949. 


@ EXPORT @ 
TRADE « SHIPPER 
Circulates in the U. S. A. 
it is read 
by Export Managers 
of 


LEADING AMERICAN 
MANUFACTURERS 


| 


There is no longer any necessity for swimming against 
the tide in the matter of distribution methods in the 


Oklahoma City market. 


The Oklahoma City Consumer Panel provides the 
guideposts to successful merchandising, based on daily 
purchase records of a statistically accurate sample of 


Oklahoma City housewives. 


Take a typical page from the third quarterly report 
of the Oklahoma City Consumer Panel. It deals with a 
household product category of everyday use. 

You can determine the distribution pattern of all 
brands within the category. You can see how each of the 
individual brands compares with the norm. You can see 


we 


what the leader is doing and how closely the slower selling 
brands follow the pattern of both the norm and the leader. 


This is the picture you have: 


PROBLEMS 


CONSUMER PANEL 
REVEALS TYPES 
OF OUTLETS 
DOING BEST 
JOB ON FOOD 
AND DRUG.LINES 


PLACE OF PURCHASE CHART -— % OF TOTAL SALES BY OUTLETS 


Natl. Chain Local Chain Independent 


deeply into every phase of product movement. No 
other method of market study affords such a com- 
plete comparison between sales dollars and 
advertising dollars. Regular quarterly releases of the 


Oklahoma City Consumer Panel study are available 


w 


No other form of consumer research digs so 


without cost to advertisers. 


the complete story of your product . . 


products in your line... 


a 


Special analyses are 


made at nominal cost, on request. If you want to have 


. and other 


address a request today 


to the advertising department of The Oklahoman 


and Times or the Katz Agency office nearest you. 


THE DAILY OKLAHOMAN -- OKLAHOMA CITY TIMES 


Tue Pusuisuinc Co.: Toe FARMER-STOCKMAN — WKY, Crry — KVOR, CoLorapo Sprincs 


KLZ, Denver (Affiliated Management) — Rerresenren sy THE Karz AGENCY 
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Sterling Drug 
Sales Pegged on 
$25,000,000 Drive 


(Continued from Page 1) 
waves efforts during the summer 
months and slackens its year- 
around publications drive only 
slightly during the off season. 

“We have found that most of | 
our products fare very well dur- 
ing the so-called slow months,” 
the Sterling official continued. | 
“People have just as many head- 
aches in summer as in winter. So 
we stay on the air the year ’round. 
The savings on a summer hiatus 
aren’t enough to make it worth 
while.” | 


Qué bien weote 
pores mnetos du haber to- 
mode “bec de Magneto . 
Texto vuelve 6 

le ‘Leche de Magresic Une 


Pera corregy ene digestian 

Gebectvers aliwvier ic coder 
médicos 
rechmiendan la “leche de 


producto Philligs, es anti 
ecde ideal contra lo 
ender ettomoto! orovocodo 
por e! exceso comer beber 
"Triple 
NEUTRALIZA @f ce ef estomoge. 
2 wove 7 efccamente miestine 
2 ENTONA aporatc digest 


LECHE de MAGNESIA’ 
producto PHILLIPS ne 


produce olw.o rapede, weve y 
seguro. Su sobor es agradable. 
Sw triple neutralize, 


th LALANTE 


Ei espejo lo dice bien claro . . . pata 
trivafar ea ef amor, peimese con Glostora 
Glostora consfica y ubrica el cabello, be da 
brillo natural, lo wena suave y 


Sea el preferido de las damas . . . crianfe en 
el amor gioscore”’ diariamente su cabetlo 


Glostora 


EMOFLLECE ¥ FROTEGE PL 


Dos segundos despue 
de tomarse, Mejore 


When asked why Sterling eum i' THE LATIN AMERICAN WAY—Sterling Drug runs such ads as these for its products in South and Central America. Mejoral 
siders its money well spent on) '* the No. | aspirin in Latin America, and Glostora hair tonic and Leche de Magnesia also lead their fields there. International 
Advertising Service, Newark, handles Sterling's advertising south of the border. 


evening shows like “Manhattan 
Merry Go Round” (4.1) and “Am-| 
erican Album of Familiar Music” 


(6), which have never won any | their category — semi - classica]| 


“Our shows are top raters in 


rating honors, Mr. Hill explained: | music. We don’t want a brilliant) 


publication 

completely covers 
the billion dollar 
candy market 

and that publication is 


(ANDY [INDUSTRY 


The Newspaper of Confectionery Business 
1st in Audited Circulation 
1** in Advertising Lineage 


1** in Readership* 
*As proved by independent survey—copy on 


request. 


| 
| 
| 


| 


| 


DON GUSSOW PUBLICATIONS, INC. 


Candy Industry Catalog & Formula Book 


107 West 43rd Street, New York 18, N. Y 


| uct. 


artist who overshadows the pro- 
gram, for the listeners may be- 


come too interested in the enter-| 


tainer and forget about the prod- 


and Molly than they are with 
Johnson’s wax. 


Listeners Become Too Attached 


“We have never sponsored a. 


big name show because it affects 
the profit line too sharply with- 
out the company seeing much in 
the way of returns. Then there 
is always the problem of knowing 
what to do if sales start falling off 
and leave the sponsor holding a 
high-priced popular artist that he 
doesn’t know how to get rid of 
without offending customers who 


) like the show. 


“When Frank Munn _ stopped 
singing on the ‘Manhattan Merry 


on lyprografrh 


When your advertising copy must hold its head 


high for the carriage trade, it needs a rare typographic touch. 


True elegance in type is subtle, not pretentious. 


It is graceful, readable, well-bred. Some of the most 


aristocratic advertisements ever set for the slicks have 


come from RTK . 


.. as proved by awards and results. 


 RUNKLE+ THOMPSON- KOVATS- INC 
154 ADVERTISING TYPOGRAPHERS AND PRINTERS 
$20 NORTH DEARBORN STREET * CHICAGO 10 


People are more concerned, | 
for example, with Fibber McGee | 


Go Round’ because of illness 
after an l1l-year run, we were kept 
busy for months writing explana- | 
tory letters to people who threat- | 
ened never to‘take another Bayer | 
aspirin because they thought we 
had dropped Frank.” 

Sterling’s soapers are among the | 
nation’s most popular daytime 
shows, but the company is not 


| concerned about listeners who be- 


come attached to imaginary char- 
acters like “Stella Dallas” and 
“Young Widder Brown.” 


How Agencies Share Work 


Some $12,000,000 of Sterling’s 
advertising budget is allocated to 
time and space in this country. 
Additional millions are spent in| 
the United States in point-of-sale, 
direct mail and business and pro- 
fessional publications. All net- 
work radio advertising is placed 
through Dancer - Fitzgerald - 
Sample. Sherman & Marquette 
handles Dr. Caldwell’s laxative 
and Campho-Phenique. Young &| 
Rubicam places printed advertis- 
ing for Fletcher’s Castoria and | 
Molle brushless shaving cream, 
but the bulk of the space business 
for the entire company goes to 
Thompson-Koch Co. 

International Advertising Serv- 
ice, Newark, looks out for Sterl- 


_ing’s advertising interests in Latin 


America. Radio, newspapers and 
handbills are used to create a de- 
mand for Mejoral, Glostora, Ross | 


pills and scores of other products. | 


Canada, Australia, South Africa | 


/ and England share in Sterling’s | 


Sterling Drug. 


advertising outlay and contribute | 

to the company’s well being. 
There is no advertising manager | 

Budgets and | 


_media breakdowns are approved | 


| by Mr. Hill. 


The head of each di-| 
vision is responsible for its pro-| 
motion. 


Rely on Sound Trucks 


The Latin American advertising 
differs from Sterling’s domestic | 
advertising in two important re- 
spects. 

The first is in its heavier accent 
on radio. Because of compara- 


‘tively poor transportation and)! 


| paper and magazine circulation is 


'and magazines are used chiefly 
for reminder campaigns, in which 


used. 
_ The second important difference 
involves use of sound trucks. 


| These vehicles, armed with loud 
| speakers, record turntables, mo- 


| take over the outlying backwoods 
/communities and advertise Sterl- 


communication facilities in most 
Latin American countries, news- 


limited. Radio, on the other hand, 
has no such limitations. Thus this 
medium is exploited to the ut- 
most, using all types of radio 
shows, plus heavy selective (spot) 
and jingle schedules. Newspapers 


insertions are 


two to. six-inch 


tion picture projectors and “canje” 
or giveaway items, figuratively 


ing products to the utmost there. 

Posters, displays, “tack - ups,” 
wall signs, etc., are used through- 
out Latin America. 

“Advertising is the most impor- 
tant thing we have to do around 
here,” Mr. Hill asserted. “So we 
assign the top men in the division 


to it rather than bring in advertis- | 


ing managers to handle it.” 

Commenting on Sterling’s fu- 
ture in advertising, he said: “We 
are certainly not going to cut 
down as long as there are $210,- 
000,000,000 in national income 
floating around in this country. 
Anybody who doesn’t sell now, 
can’t sell.” 

The drug manufacturer is pre- 
paring a one-minute film spot for 
Molle to be tested on television 
in New York, but Mr. Hill has no 
inclination to be a pioneer sponsor 
in sight and sound broadcasting. 

“We are keeping an eye on tele- 
vision’s progress. We have to,” he 
said. “I don’t consider it worth 
while yet with the limited num- 
ber of sets, but it’s going to be. 
Right now, however, the programs 
leave much to be desired; I, for 
one, have become disgusted and 
no longer look at my set.” 

Worked for Treasury Unit 

Mr. Hill, who is 50, was a Ken- 
tucky boy who studied at 
Kentucky State and at Bowling 
Green University, Bowling Green, 
Ky., where he got his master’s de- 
gree in economics. He served with 
the Army—and was wounded—in 


World War I. He started his busi- | 
ness career with Gulf Refining | 


Company in Pittsburgh, worked 
with a Cleveland accountant firm 
and then, from 1922 to 1929, 
worked in the Treasury Depart- 


ment’s income tax unit in Wash-| 


ington. 

In 1929 Mr. Hill joined Sterling 
Products division as a tax ac- 
countant. Four years later he was 
named comptroller of Sterling 
Drug, and in 1941 became presi- 
dent. During World War II he 
was active in war bond drives, 
and has aided in work of the 
American Cancer Society, Salva- 
tion Army and other causes. 
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segundos ‘Goldwyn Boosts 
#& New Musical Film 


with Wallpaper 


New YorK—Will new medi 
never stop coming? Now Samue 
Goldwyn Productions has foun 
another way to keep its name be 
fore the public—with wallpaper. 
| Sigfrid K. Lonegren, Inc., Ney 
| York, manufacturer of Han - Tex 
and American line wallpapers, ha: 
created an exclusive design for th« 
|new Goldwyn technicolor musical, 
“A Song Is_ Born,” featuring 
Danny Kaye, Virginia Mayo, 
Benny Goodman and other jazz 
artists. 

The wallpaper consists of mus- 


ical instruments on clouds, the 
|picture title, notes and _ shee 
|music. It will be distributed 


| through field representatives who 
will precede the picture into 53 
|major cities throughout the coun- 
| try and hang it in theater lobbies, 
/record and music stores and de- 
partment stores which will tie in 
their merchandise with the pic- 
ture. 

In addition to the wallpaper, 
Goldwyn will produce jewelry, 
toy instruments, neckties, a silk 
dress fabric and a boy’s sport shirt 
all keyed to the picture. 

Effective Oct. 1, this wallpa- 
per, without the film’s title in the 
design, will be available through 
Lonegren dealers as a permanent 
wall decoration for play rooms, 
cocktail lounges and other places 
where a musical motif is desired. 
The film will be released about 
Nov. 5. 


To Rieser-Ernest 


Rieser-Ernest & Associates, Cin- 
cinnati, has been named to handle 
the advertising of Specialized 
Products Corp., a new corpora- 
|tion formed in Cincinnati to act 
las a national sales agency for a 
jnumber of medicinal products. 
Two of the company’s products, 
Hay Clere inhaler and Hay Check 
tablets, will be featured over radio 
stations across the country in line 
with the hay fever season. News- 
papers also are used. 


Names Stein A.M. 


Maxwell Z. Stein, former as- 
sistant advertising director of PM, 
New York, has been appointed ad- 
vertising manager of the New 
York Star, formerly PM. Mr. 
Stein entered the advertising field 
in 1934 on the sales staff of the 
New York Post and joined the 
Chicago Sun in 1944. He joined 
PM in 1947. 


remember 
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if Marty had a middle name it would be ''Versatile". 
His gay and carefree pean adds the spice of 
life to any program w 

special events or straight announcing. 


ether it is spinning records, 


DeVictor's 


years of experience before the microphone make 

"Marty's Party'’ popular with WBNS families repre- 
senting top buying power in 
Central Ohio. 


Ask John Blair 
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Knight, Hearst 
Papers to Feel 
ITU Pressure 


MILWAUKEE — Union action 
against other newspapers con- 
trolled by the Chicago newspaper 
publishers was forecast as a result 
of a resolution introduced at the 
International 


Union’s 90th convention here last 
week. 


of activities” between locals in all | 


Last Minute News Flashes 


Trimz Breaks Contest in ‘American Weekly’ 


Cuicaco—Trimz Co., division of United Wallpaper, will break a 
national contest introducing the 1949 Trimz ready-pasted wallpaper 
patterns with a two-color full page in The American Weekly Sept. 26, 


followed by a half page and full page on succeeding weeks. The con- | 


test, featuring 1,000 prizes, including automobiles, radio-phonograph 
combinations and cash, requires the contestant to pick his favorite 
pattern and send a 50-word statement. No purchase is required. 
Jobbers will run supporting newspaper ads locally. MacFarland, Ave- 
yard & Co. is the agency. 


Talon Sales Agency Plans ‘Life’ Spread 
New YorK—Donahue Sales Corp., national sales agency for pack- 
aged Talon fasteners, will run a double-page color spread in the Sept. 


‘Harper Readying 
1st Philadelphia 
Outdoor Report 


New York — The first quarter 
| report of Marion Harper Associ- f C v 

‘ates on its outdoor advertising 0 ommerce 

| survey in Philadelphia is expected 

to become available this week. New York—As AA went to 
| The survey, which started April | press last week, officials of Local 
| 1, 1948, entailed three samples of | 6, International Typographical 
, 500 persons each month, so that | Union, were still awaiting the de- 
the first quarter report covers 4,- | cision of ITU’s international coun- 
500 interviews, on identification | cil on a proposed work stoppage 


Strike May Hit 
N. Y. Journal 


13 issue of Life, through McCann-Erickson, which will be heavily 
merchandised to dealers throughout the country. Newspaper mats, 

The resolution, introduced by| Window and counter displays, and one-minute radio scripts are being 
Local 16, calls for “coordination | Offered. The insertion spotlights a continuing campaign for packaged 


Talons in a dozen magazines. 


cities where the Chicago publish- | New Holland Expected to Name JWT 

NEw HOLLAND, Pa.—New Holland Machine Co., maker of farm 
machinery, and subsidiary of Sperry Corp., New York, was expected 
to announce over the weekend its appointment of J. Walter Thompson 
Co., New York. New Holland, which sells through jobbers and some 
2,000 dealers, is reported planning to spend $1,000,000 annually in 


ers have publications. The Chi- 
cago Daily News is a part of the 
Knight chain and the Herald- 
American is a member of the 
Hearst chain. 

The resolution directs the in- 
ternational’s executive council to 
call a meeting of officers of locals 
involved within 30 days after the 
convention adjourns, to develop 


the “cooperation” necessary for 
the “common defense of our} 
union.” 


Political action measures and 
resolutions against the Taft-Hart- 
ley labor law also came before the 
convention’s 340 delegates before 
the sessions concluded Friday| 
afternoon. Among the resolutions | 
is one for a united labor front for | 
repeal of the Taft-Hartley law. It | 
calls for joint action by the AFL, 
CIO, the railroad brotherhoods 
and independent unions and cam- | 
paigns against “anti-union in-| 
junctions” and “attacks by the 
present National Labor Relations 
Board.” 

The convention Wednesday 
voted down a resolution proposing | 
to limit membership to practical 
printers and mailers after several 
delegates had urged that the mem- | 
bership be kept open to organiza- | 
tion of Vari-Typists and clerical 
workers in the printing industry. 


‘Have to Wake Up’ 


“We have seen new processes | 
of printing come into use in Chi- | 
cago and elsewhere in the last 
year, much to our sorrow,” said 
William M. A. Power of New York | 
in the debate on the resolution. | 
“We will have to wake up and | 
modernize our thinking. We) 
should do something to organize 
clerical workers that employers 
can use to’ lick us, or try to.” 

Woodruff Randolph, ITU presi- | 
dent, advised the delegates that 
the union constitution stipulated | 


|has cost employers at 


advertising. The account has been handled by Foltz-Weissinger, Inc., } Mamaroneck, N. Y. (AA, Dec. 15,| stoppage would begin 


and William Kamp, Inc., both of Lancaster, Pa. 


Schick to Promote Super and Colonel Razors 

StamForD, Conn. — Schick, Inc., will launch a fall campaign in 
September in Collier’s, Life and The Saturday Evening Post for the 
newly designed Schick Super and Schick Colonel electric razors. Kud- 
ner Agency, New York, handles the account. 


Schenley Shifts Outdoor Department 
New York—Schenley Distillers Corp. has merged its outdoor adver- 
tising department, under Eugene M. Zuber, resigned, with the media 


department under Frank Pamentel. 


More of the outdoor also will be 


handled by Schenley agencies. The company emphasized that it is not 


reducing efforts in this medium. 


make no secret of the fact that it 
least as 
much.” 

Asserting that it is time for 
the union to change from a “tough 
policy” that “did not and will not 
work,” he added: 

“If we union employers in the 
commercial printing industry were 
out to smash you, you might say 
that you had no other recourse 


but to fight to the death and to! 


the end. But that is nonsense. We 


don’t want to smash your union. | 


We want to live with it in har- 
mony.” 

He pointed out that the wave of 
strikes since the union decided to 
fight restrictions of the Taft-Hart- 
ley law had placed present print- 
ing processes and the men who 
operate them on trial and that 
there was an intensive interest in 
new forms of typographical repro- 
duction. 

“You and this convention,” he 
said, “therefore, have an oppor- 


tunity to redirect and consolidate | 


your position in the printing in- 
dustry. We suggest that you 
think in terms of how you can co- 


good faith with the Chicago News- 
paper Publishers’ Association and 
violating the Taft - Hartley labor 
law by insisting upon closed 
shops, the ITU’s general counsel, 
Gerhart Van Arkel, declared: 

“The examiner finds our recent 
newspaper agreement at New 
York is completely lawful and 
that takes a lot of specious argu- 
ment out of the hands of the Chi- 
cago publishers who claim that 
proposals made by our local for 
the settlement of its strike are il- 
legal.” 

No Closed Shop 


The New York agreement, he 
said, contains no closed shop pro- 
vision but does set up a com- 
petency requirement in the hiring 
process. 

In his opening address to the 
convention Saturday, Mr. Ran- 
dolph said that the ITU is pre- 
pared to supply “the mechanical 
equipment and the mechanical 
know-how” to persons interested 
in entering the publishing field in 
areas where the_ typographical 


/unions are on strike. 


operate with us to avoid strikes | 


that the union’s jurisdiction in-| and strife, to secure the jobs of 
cludes all branches of the printing | the people in the industry and to 
and kindred trades not specifically | expand the market for printing.” 


under the jurisdiction of another 
union by agreement. 

At an earlier meeting, Thomas | 
P. Henry Jr., president of the 
union employers section, Printing | 
Industry of America, warned the | 
union members that “we think 
there are going to be changes in| 
printing methods.” 

He added hopefully, however, | 
“if we—labor and management— 
handle ourselves intelligently, we 
can look forward to a secure fu- 
ture in printing. . . We believe 
that a program of joint labor- 
management responsibility is the 
key to a secure and prosperous 
industry of which we can be 
proud.” 

“Irrespective of what you think 
0’ the National Labor Relations 
Foard or the Taft-Hartley law,” 
he declared, “it should be clear 
to you that the forces of law and 
public opinion which made that 
law are opposed to the policy 
which you have adopted. 

“During the last year it has cost | 
ITU members several millions of | 
Collars in strike benefits, legal | 
expenses and lost wages. We) 


John Pilch, president of Chicago 
Local 16 of the union, told the 
convention that the local must win 


its strike against five Chicago! 


newspapers, “or we won’t have a 
union.” His statement drew cheers, 
as compared to the smattering of 
applause for Mr. Henry’s plea for 
peace. 


‘Everything Possible’ 


Pilch said Local 16 has done 
“everything humanly possible” to 
settle the strike. Negotiations with 
the Chicago publishers, he said, 
are at a standstill. The local, he 
said, has been handicapped in ap- 
plying pressure to the struck Chi- 
cago plants because it was “re- 
strained and restricted by the 
Taft-Hartley law.” 

Although the local had found it 
“hard to do anything against ad- 
vertisers,” he said it was publiciz- 
ing its position and asking Chi- 
cagoans not to buy “scab news- 
papers.” 

With respect to the recent de- 
cision by a National Labor Rela- 
tions Board examiner finding both 
Local 16 and the national union 
guilty of refusing to bargain in 


He sharply attacked members of 


and recall. 


study. 

Plans are under way to extend 
|the study to other cities still un- 
named. 

A somewhat similar survey is 
being conducted in New England 
cities by Poster Appraisal Service, 


| 1947). 


‘Stop the Music’ Is 
My Idea, Says Barron 


Orchestra Leader Blue Barron 
has filed a suit in the New York 
Supreme Court against ABC and 
the producers of “Stop the Music” 
charging that the audience par- 
ticipation show is a steal from 
“Blue Barron’s Mystery Melodies,” 
a show which Barron auditioned 
1947. 
| Describing “Stop the Music” as 
the same show with “slight altera- 
| tions in detail,” he asked for dam- 
|ages equivalent to one-half the 
show’s earnings. 


‘Lum and Abner’ Replaces 


‘The Man Called X’ 


“Lum and Abner,” in a new 30-) 


|minute show will replace “The 
|'Man Called X” on CBS under the 
|sponsorship of the Frigidaire di- 
|vision of General Motors Corp., 
| Dayton, effective Oct. 3. At that 
time the program will shift from 
8:30 p.m., EDT, to 10 p.m. Foote, 
|Cone & Belding is the agency. 

Lewis Howe Co., St. Louis, has 
signed Alan Young to star in a 
|new Tums broadcast. The come- 
| dian will take over the “Date with 
| Judy” half hour on NBC in Jan- 
|uary. Judy’s summer replacement 
is the Carmen Cavallaro orchestra. 
|Roche, Williams & Cleary places 
| this business. 


Guinness Back in U.S., 
Starts Trade Drive 


Arthur Guinness Son & Co. Ltd., 
|Dublin, will send its Guinness 


| stout back to the U. S. market | 


|'this year, with national distribu- 
tion. The product was withdrawn 
from the market in 1944, and only 


All national poster | 
advertisers in the city during the | 
period are covered, with no men-| 
tion of the subscribers to the| 


the union who have criticized his | 
policy with respect to the Taft- last year. 

Hartley law. He accused critics) The distributor for Guinness is 
of his own organization of going|Edward & John Burke Ltd. Cur- 


limited quantities were imported | 


at the New York Journal of Com- 
merce. 

Members of the local have al- 
ready approved a stoppage, which 
they call a lockout, but Laurence 
H. Victory, president of the local, 
told AA that ITU permission for 
|the stoppage might not mean a 
cessation of printing the newspa- 
per. Mr. Victory said executive 
approval might mean that the 
immedi- 
ately, that it might let the local 
invoke stoppage when it sees fit 

(implying that negotiations may 
continue for some time), or the 
| international may intervene and 
/attempt conciliation. 

So far none of these three pos- 
sibilities has been explored, pend- 
ing word from the union. 

The Journal of Commerce di- 
vorced itself in April from the 
negotiations of the 12 newspaper 
publishers who last week con- 
|cluded, at long last, a contract 
with Local 6, ITU, in New York. 

Joseph Ridder, president of the 
Journal, emphasized to AA that 
the situation was still in flux, and 
that negotiations with the union 
|were continuing. He said the 
'newspaper is equipped with In- 
ternational Business Machines for 
alternate composition in the event 
the strike goes through. 

The newspaper views its labor 
difficulties as a threatened strike; 
the local views it as a lockout, be- 
cause, it says, the newspaper has 
refused to accept the terms of the 
contract signed by other pub- 
lishers. 


| 


| 
| 


Won’t Grant $9 


The immediate cause is the un- 
willingness of the newspaper to 
grant a $9-a-week increase, retro- 
active to Aug. 9, while negotia- 
tions with the union continue. 
| The center of the controversy 
seems to be the hours worked by 
compositors. Mr. Ridder told AA 
the heaviest composition hours 
fall early in the afternoon; ac- 
cordingly thé newspaper is under- 
stood to be asking that the union 
| work a straight time shift to in- 
|clude the heaviest hours of com- 
position, possibly from 11 a.m. to 
7 p.m. Present start-work and 
overtime provisions lead to waste 


even farther in their denuncia- 
tions of his strike program than 


the employers or “Denham’s boys | 


with all their claptrap,” referring, 
of course, to Robert Denham, gen- 
eral counsel for the NLRB. 


Canvas Awning Group 


‘Plans Two Campaigns 


The Canvas Awning Institute 
will spend $100,000 next year ad- 
vertising advantages of canvas 
awnings in a series of four-color 
ads. Full-color pages will appear 
every other month next spring in 
American Home, Better Homes & 
Gardens, House & Garden and 
House Beautiful, alternating with 
half-page ads. 

Another series of ads will ap- 
pear in American Builder, Archi- 


tectural Forum and Architectural | 


Record. The institute is offering 
local awning manufacturers and 
dealers at low cost posters in five 
colors, newspaper mats, folders, 
direct mail material and letter- 
heads. Through cooperation with 


the National Cotton Council, Mem- | 


phis, a publicity and sales promo- 
tion program will be carried out. 
The campaign will be handled by 
Hubbell Advertising, Cleveland. 


rent advertising plans call for an- 
| nouncement copy in 42 business 
papers. Consumer advertising is 
under discussion with no concrete 
plans so far. J. Walter Thompson 
Co. is the agency. 


‘Ballantine Backs Bout 


P. Ballantine & Sons, Newark, 
will sponsor television coverage of 
the Ezzard Charles-Jimmy Bivins 
prizefight at Griffith Stadium, 
Washington, on Sept. 13. Time has 
been cleared on the CBS video 
network through J. Walter Thomp- 
son Co., New York. 


| Changes Name 


__ Effective with the Sept. 6, 1948 
issue, the name of Knit Goods 
Weekly, published by Howes Pub- 
lishing Co., New York, will be 
changed to Hosiery Industry 
Weekly. This is a change in name 
only. 


. 
‘Burdick Rejoins Gibbons 

Rupert L. Burdick, formerly in 
the Montreal office of Stevenson & 
Scott, has rejoined the Montreal 
office of J. J. Gibbons Ltd. to be 
in charge of creative planning and 
| copy. 


time, and the men are reported to 
average $125-$130 a week. 

Mr. Ridder told reporters that 
if the Journal’s start-time work 
request were met, the newspaper 
would pay $109 a week, $5 to $10 
more than workers would get if 
their straight-time pay included 
the $9 raise asked by the union. 

Since other publishers have 
agreed to the $9 raise, Local 6 
now holds it is “the prevailing 
wage,” and that the Journal must 
meet it, even though bargaining 
is still in progress. 

Permission for a work stoppage, 
okayed by the local after a 312 to 
1 vote, can come only from in- 
ternational ITU headquarters. 

Since the ITU was holding a 
convention in Milwaukee last 
week, the request of Local 6 for 
approval of the work stoppage was 
sent there, instead of waiting for 
the top ITU officers to return to 
Indianapolis. The local’s request 


|for approval of the work stoppage 


automatically allows the interna- 
tional officers to enter the dispute 
and work for settlement. On the 
other hand, ITU may merely 
brand the stoppage a lockout. 
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MUSIC LOVERS, RADIO STATIONS AND SPONSORS 


a new series of 
30 minute programs 


5 times per week featuring the 


World’s Greatest 
Recorded Music 


plus—on transcription 
the commentary of 
America’s foremost composer, music-critic, 


author and radio commentator 


DEEMS TAYLOR 
and distinguished GUEST STARS* 


*The first four: Gladys Swarthout, Fritz Reiner, Pierre 


Monteux, Jan Peerce. Other big names to follow 


To millions of Americans, Deems Taylor has 
opened the portals to a whole new exciting world 
of music. These millions will form the nucleus of 
a vast audience ready to welcome him in his new 


transcribed program—The Deems Taylor Concert 


A noted composer and author, Deems Taylor 
has been almost constantly on the airsince 1931. 
For seven years he was commentator on the 
New York Philharmonic Symphony broadcasts 


—the most popular talks of their kind ever aired. 


Other big network programs he has starred on 
include the Chesterfield program, Prudential 
Family Hour, Philco Hall of Fame, The Metro- 


politan Opera Quiz, and Information Please. 


FOR YEARS—AND YEARS—AND YEARS— 


HAVE BEEN WAITING FOR 


Starting September 13, 1948 


DEEMS TAYLOR, radio’s ace music commentator, whose fascinating radio talks on music make the classics 
understandable to the millions... Deems Taylor, the man with a huge radio following among fine music 


lovers coast-to-coast ...can now be your “‘long-hair’’ dise jockey! 


DEEMS TAYLOR personally selects the records to be played and builds a well balanced concert of top-flight 


music. He personally introduces the records and emcees the show on transcribed bands. All this... 
Plus Outstanding, Top Name Guest Stars* from the opera and concert world. 


DISC JOCKEY WITH A DIFFERENCE—On ordinary disc jockey shows, the pop tunes used play second 
fiddle to the showmanship of the emcee being exploited. In the Deems Taylor Concert-—the music is the 
thing—-each selection a masterpiece. And Deems Taylor’s sparkling, witty, enlightening commentary is an 
essential part of that music... adding much to the pleasure of the listener. Creat music...a great commentator 


..great quest stars—an unbeatable entertainment combination! 


YOUR CHANCE TO ATTRACT AND HOLD THE BIG AUDIENCE FOR FINE MUSIC IN YOUR COMMUNITY! 
The Deems Taylor Concert is tailored for this audience... gives them the masterpieces and artists they 
know and love...plus a unique commentator they admire and eagerly listen to. Here’s a quality show, a 
prestige show for your station ...all that and a selling show, too! Feature it five half hours per week, any 


time of the day, and see how fast it starts to produce for your sponsor and you! 


QVQI la b | © asa half hour, five times per week—or 


adaptable up to a solid two-and-one-half hours of consecutive music programming. 


P.S.—To Advertising Agencies, Local 
and Regional Advertisers: 


RADIO FEATURES, Inc. 


Walter Schwimmer, President 
75 E. Wacker Drive, Chicago 1, Illinois 
Phone: FRAnklin 4392 


To make sure of getting first call on this 
great new transcribed show, write, 
phone or wire today for descriptive 
booklet, prices and audition platter. 
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